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CE BICKFORD « CO. 
: COFFEE BROKERS 
AND AGENTS 


Since 1886 


NEW YORK NEW ORLEANS 
120 Wall Street 427 Gravier St. 
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Careful cultivation ... Constant experimentation ... 


Issure perfect quality the year “round 


NATIONAL FEDERATION 
OF COFFEE GROWERS OF COLOMBIA 


Member of Pan American Coffee Bureau 
120 WALL STREET * NEW YORK 5, N. Y. 





BAR-NUN“Auto-Check” Weighers 
cut down on all tree! 


The extreme and consistent accuracy of the Bar-Nun “Auto- 
Check” Net Weigher cuts packaging shrinkage to a minimum 


For example, the overweight per pound of ground coffee ts 
to a maximum of 1/32 ounce. Careful production 

ef 

pli 

variation is even less than that small amount. The 


ints that operate Bar-Nuns have shown that the 


Bar-Nun saving in overweights alone can add up to a big 


produc t10n 


figure in a year’s total | 


Bar-Nun dependability ease of adjustment in changing 
and speeds up to 30 one-pound discharges per 


minute ...cut down on packaging time and labor, as well. 


This three-way reduction in weighing costs—in over 

veights, labor and production time quickly repays the price 
the Bar-Nun “Auto-Check” Net Weigher. 

resent Bar-Nun users indicates that you can 

ex] 


ect a Bar-Nun Weigher to pay for itself in your plant 
in the first year of operatior 


Bar-Nuns are available in four models, with capacity ranges 
from 14 ounce to 5 pounds per discharge... and for ground 
or whole bean coffee. Send for complete data and quotation 
on the Bar-Nun “Auto-Check’’ Net Weigher model that will 


reduce YOUR weighing costs...and add substantially to 


ror many years to come 





= F. G 4 RA | Cc © = 1312S. Cicero Avenue, Chicago 50, Illinois 


Engineers and Manufacturers Since 1872 
GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN ‘“‘AUTO-CHECK’’ NET WEIGHERS « BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
DRAVER COFFEE BLENDING SYSTEMS «+ ELEVATORS AND CONVEYORS « EDTBAUER-DUPLEX NET WEIGHERS 
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|| friend of coffee to another! 


Canco congratulates the Pan-American Coffee Bureau 
on its 20th Anniversary 


Certainly all of us connected with the coffee relationships between consumers and producers. 
industry have benefited many times from the The coffee can itself helps further both aims. 
efforts of the Pan-American Coffee Bureau dur- By enabling millions of coffee lovers to enjoy 
ing its two decades of outstanding service. fresh coffee, anywhere, any time, every time — 

Canco, as the inventor of the vacuum-pack can, it helps increase consumption. By assuring con- 
takes particular note of the Bureau’s objectives: sistent freshness for the product, it helps maintain 


to promote the use of coffee; to maintain good good consumer-producer relations. 


TODAY, CANCO’S VACUUM-PACK COFFEE CAN 
IS BETTER THAN EVER! 











All Canco coffee cans now have a new-type “‘self- But the most exciting thing about these better 
tracking” tear strip. Ridges on each side of the cans is their sparkling appearance! Canco’s master 
strip keep it winding smoothly, prevent “‘spiral- craftsmen have perfected can lithography to an 
ing,’ make the can much easier to open. amazing degree. They can give vour label design 


a brilliance you never thought possible 


REMEMBER: No coffee container in the world can offer better 


flavor protection than the vacuum-pack can, originated by Canco! 


AMERICAN CAN COMPANY NEw YORK : CHICAGO - SAN FRANCISCO 
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Speaking of “Just One More Cup”’ 


Belzeve 


that this goal will be 


attained in this New Year 


IF roasters and distributors advocate measurement of coffee and 


water in a realistic ratio. 


IF there is less emphasis on the selling price of the product and 


more upon its merits as a satisfying and beneficial beverage. 


IF creative salesmanship replaces overemphasis on consumer and 


retailer ““deals”’. 


RUFFNER, McDOWELL & BURCH, INC. 
COFFEE BROKERS AND AGENTS 


SAN FRANCISCO CHICAGO NEW ORLEANS NEW YORK 


oes It pays to trade the Ruffner way) =——_ 
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ROBUSTA 


COFFEE 
from 


IVORY COAST 


@ Increasingly popular because of uniform blend- 


ing quality. 


@ Oxnality assured through modern preparation. 


CHAMBER OF COMMERCE 


P.O. BOX 1399, ABIDJAN 
IVORY COAST, FRENCH W. AFRICA 


United States Representative 

French Overseas Territories Division 
Commercial Counselor to the French Embassy 
610 Fifth Avenue, N. Y. 20, N. Y. 

Cl 5-7974 


The second photo illustrates 


Top photo shows a view of the modern city of Abidjan, the main port of Ivory Coast. 
a typical coffee tree nursery in the interior. The third photo pictures the spraying of coffee trees with up-to-date 
equipment. On the lower left is shown a native type drying bed, although the more modern method of drying on 
concrete is widely used. The center picture illustrates one of the mobile hulling units in use in Ivory Coast. On the 


right is shown one of the new cleaning and warehousing plants in Abidjan. 
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YOURS for the asking 


The booklets listed below contain specia 
zed, de tatled inform Won 
ject This ltterature 
asking. Merely fill out the coupon and mail 


] THE MAGIC BEAN 

A colorful 16-page, cartoon-style booklet 
The Magic Bean’ being distributed to 
members of the trade. Illustrations graph 
ically depict the coffee story from seed to 
cup and other interesting information. Back 
cover has room for your own imprint 
National Coffee Association, 120 Wall St 
New York 5. N: ¥. 


2 AUTOMATIC BAGGER 


This illustrated folder describes a flat bag 
filling and sealing machine which is fully 
automatic The filling and sealing are 
both done by the single machine. Glue or 
heat sealing can be used, or a combination 
f both. It is suggested especially for pack 
iging coffee for glass coffee-makers. Ulbeco, 
Inc 184 State Highway #17, Paramus, 


N. J 


3 -MODERN FILLING MACHINES 


This illustrated, four-page folder de 
scribes various kinds of filling machines 
developed for today’s packaging require 
ments. Among the machines are universal 
fillers, automatic augar feeds, automatic de- 
plex units, automatic tight wrappers and 
others. Stokes and Smith Co., 4900 Sum- 
merdale Ave., Philadelphia 24 


4 —sampve testING 

Sample testing equipment for coffee and 
tea companies is described in a four-page 
illustrated folder. Covered are sample roast- 
ers, testing tables, grinders, sieves, kettle 
yutfits, cuspidors, etc. Among the _illus- 
trations is that of a typical coffee testing 
room. Jabez Burns & Sons, Inc., 11th Ave 
nue at 43rd St., New York 36, N. Y 


5 New COFFEE ROASTER 

An illustrated folder describes a new 
coffee roaster, B. F. Gump Co.’s Ray-Nox 
The folder tells about the method of roast. 
ing used in the Ray-Nox Roaster, and 
other features of operation and construction, 
including recording thermometers and con 
trols. B. F. Gump Co., 1325 S. Cicero 
Avenue, Chicago 50, III 


SPICE MILL PUBL or aa co. 
106 Water St., New York 5, N. Y 


Please send me the booklets whose numbers 


I have checked 
p28 30 4G) -ee 
Firm Name 
Street Address 
City and State 
Signature 
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Any of these three problems can be an oppor- 
tunity instead of a headache if approached from 
the right engineering standpoint. Often the 
changes that can be made at these times more 
than pay for the expense involved and bring long 
range advantages in higher operating efficiency, 
lower labor costs and lower maintenance. 
Burns Engineering Service— drawing on more 
accumulated, specialized experience than any 
other organization in this field—offers you ob- 


vious advantages: dollars and cents advantages. 
With Burns you are sure of getting the finest job 
possible—with the building, the equipment, and 
the money you want to use. You are invited to 
write for a free copy of our booklet “Conditions 
Never Stay Put in the Coffee Business,” which 
outlines a flexible realistic approach to manage- 
ment planning for complete new plants, ex- 
panding present set-ups, and moving. No ob- 
ligation, of course. 


AND SONS, INC. 
NEW YORK CHICAGO 


ENGINEERS DALLAS SAN FRANCISCO 
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% Coffee Convention “Highlight” Report: Decisions 


At NCA helm... 


These are the men named by NCA's 
46th annual convention to direct the 
association in the coming year. Front 
row (from left): Austin A. O'Brien 
re-elected treasurer tor a two yea 
term, retiring Chairman Arthur L. 
Ransohofi, President John F. Mc- 
Kiernan, newly elected 
Peter Folger. Second row: NCA 
directors George V. Robbins, Alberi 
Ehlers, Jr., newly elected NCA Vice 
Chairman Fred H. Silence, directors 
Edward Aborn, E. A. Johnson Sr. 
Third row: Directors Robert B. Sas- 
seen, Charles F. Slover, Charles Leis 
ter, Earl B. Ackerman. Fourth row: 
Directors J. M. Clark, Jacob Cohn 
Lloyd Thomas, George Westfeldt, Jr. 
J. W. Reily, Jr., Overton Dickinson 
Back row: Directors Richard H. Card- 
well, John H. Naumann, T. Carroll 
Wilson, Jack R. Durlard, E. M. Man- 
ning, Jr. C. W. Duncan, Jr. 


chairman 


“One more cup” is realistic goal, 


NCA’s 46th convention emphasizes 





One more cup of cottee per person each day or 3 


000,000 more bags a year—is realistic as a long-term goal 
for the United States coffee trade. 

Moreover, now is the time for the industry to start 
rolling toward that goal—by sizing up its potentials, 
working out its plans, and cutting loose with every mar- 
keting strategem it can bring to bear 

The need for the coffee industry to make trends, not 
just follow them, was emphasized at the 46th annual con- 
venation of the National Coffee Association. 

The streamlined conventions, which had a new, closely 
timed format, drew a near-record attendance of 
men, friends from allied trades and guests from produc- 
ing countries to the Boca Raton Club, Boca Raton, Florida. 


A freak cold wave blanketed the subtropical area with 
near-frost temperatures at night, but conventioneers took 
enthusiastically to Boca Raton’s familiar and superb facili- 
Only the 
pools and the beach showed the effects of the cool 


ties for golf, fishing, tennis and sightseeing. 


weather. 


The convention elected Peter Folger, vice president of 
San Francisco, NCA chairman for the 


ye A. Folger & Co.. 


coming year. Fred H. Silence, vice president of Ruffner, 


957 


ANUARY 


coffee 


McDowell & Burch, Inc., was named vice chairman 
Elected directors for the 1956-59 term were Herman F 
Baerwald, H. F. Baerwald & Co., Inc., New York City; 
Edward Bransten, M. J. B. Co., San Francisco; David G 
Platter, Red Owl Stores, Inc., Minneapolis; George Rob- 
bins, Maxwell House Division, General Foods Corp., 
New York City; Milton J. Ruth, Leon Israel & Bros., Inc., 
New Orleans; N. L. Schmid, Woolson Spice Co., 
Donald R. Stewart, Stewart’s Private Blend Coffee Co., 


Chicago. 


Toledo; 


Philip Eisenmenger, of Standard Brands Inc., and Gus- 
tav Wedell, of The East Asiatic Co., 
for one year to fill the unexpired terms of Mr. Silence 
and Cecil Hudnall. 

On the NCA Advisory Committee for the coming year 
are Edward Aborn, Tenco, Inc., Linden, N. J.; Russell 
Atha, J. A. Folger & Co., Kansas City; E. A. Johnson, 
E. A. Johnson & Co., San Francisco; Arthur L. Ransohoff, 
A. L. Ransohoff Co., Inc., New York City; and Robert 
B. Sasseen, Dannemiller Coffee Co., Brooklyn, N. Y. Mr 
Folger and Mr. Silence are members ex officio. 

The 1956 convention set a new pattern for the NCA 


Inc., were elected 


gatherings. Programs were precisely timed and carefully 


9 





+ Coffee Convention “Highlight” Report: New markets 


Newly elected vice chairman Fred H. Silence and chairman Peter 
Folger look over "The Magic Bean", NCA's colorful 16-page cartoon 
booklet which is a powerful promotional weapon for coffee. 


Three top coffee golfers compare scores at Boca Raton. From left: 
Lou Oehmig, Fleetwood Coffee Co.; James A. De Armond, J. A 
Folcer & Co.; and R. E. (Frosty) Snow, J. F. G. Coffee Co. 


How California captured Florida. E. A. Johnson, Sr., takes over the 
microphone at the Beach Club to lend a San Francisco BASSO 
PROFUNDO to the merriment at the convention's ranch party. 


ic 


integrated, with summarizations at the end of each session 
and pick-up reviews at the beginning. 


New 


vignettes played by live actors 


impact was added to key points by dramatic 


Periodic interruptions came during the sessions from 


two “characters,” Optimistic Freddy and Doubting 


Thomas, a pair of supposed coffee roasters who heckled 
each other and the speakers, to the vast enjoyment of 
conventioneers 

The heckling was with a purpose. It brought to light 
objections and questions in the minds of coffee men in 
the audience. In the give-and-take during the sessions, 
Thomas was divested of his doubts 

Specific areas for more coftee consumption were high 
lighted by the convention 

The 12,000,000 Americans between 15 and 19 years of 
untapped 


Resear« h 


industry's greatest 


Gilbert Youth 


age constitute the coftee 
source of business, Miss Gregg. of 
told the convention. 

She 


to youth is making a profitable investment that will pay 


said the coffee roaster who gears his advertising 


in long-range terms, if not immediately 
Miss Gregg emphasized that the 15 to 19-year-old has 


not yet been reached by coffee advertising, that half of 


them have not tried coffee, and added, ‘By serving just 


one cup of coffee to a teenager, you may deve lop a Major 


coffee consumer today and for a lifetime 


Teenage challenges 


Three challenges, she said. confront the industry be 


t 


fore it can launch a successful campaign to win teenage 


She cited the first as the people who reject 
Miss Gregg urged her 


onsumers 
advertising for youth publications 
audience to prove to this group that coffee is not detri 
mental to health. 

Another 


pressure groups 


Miss 


She recommended that 


said Gregg, 1s 


obstacle, community 


these should be 
given the findings of surveys which disclosed that most 
parents do not object to coffee drinking by their children 

Posing the apathy toward coffee of young people them- 


selves as the third challenge, the youth expert urged a 


to develop the best psychological advertising ap- 


study 
proach to the youth market 

An even earlier age for starting coffee consumption 
was suggested by Dr, Vergil D. Reed, vice president and 
associate director of research for the J. Walter Thomson 
Co 

Maybe you can convince parents that there's no reason 
drink 


started as a 
It was mighty good with my bread and 


at the age of 12 or 13,” he 


about the 


they shouldn't cottee 


declared I coffee consumer at 


age of ten 
butter, or in a glass of milk 

There are today a little over 8.000.000 children who 
years of Even if they were restricted 


at breakfast 


are 12 to 14 age. 


to one cup a day that’s almost three billion 
one mores ina year 

John L. Van Volkenburg, president of CBS-TV, warned 
the coffee industry that while America’s total advertising 
budget has increased threefold to nearly $10 billion dur- 
ing the past ten years, the rise in all coffee advertising has 


been relatively small. 





% Coffee Convention “Highlight” Report: Keynote 


NOW is the time 
.. . to launch drive for 8,000,000 more bags 





By JOHN F. McKIERNAN, 


This report ts a double 
two pivotal presentations 
dent McKiernan's keynote addres 


one. It gives you the highlights of} 
at NCA’s 46th convention—Presi- 
the da) 


} 
first ANd PIS SHNI- 


marization the third day 


There are some who might say that a coffee consumption 
increase of one more cup per day per person is unrealistic 
they might 


in fact, fantastic Just* one more cup of coffee, 


say, ‘is like one more pie in the sky And if such people 
got the impression that I thought we could attain such a 
then 


goal in a few months, or a year, or even two years 


their skepticism would be justified 
Just One More Cup 
At every single milestone along the road to this kind of goal 


is not an all-or-nothing objective 


there are added sales volume and bigger profits Just one 


more cup” is like the cup in the middle of the golf green. 
You're not out of the tournament if you miss a hole in one. 
But every extra yard along the fairway yields its own payoff. 

Our industry could do with more long-range planning 


Planning is a means of making things happen that would 


not otherwise occur. Planning will develop trends—and the 
industry should make the trends, not follow them. Long 


President 
National Coffee Association 


range planning can sound dull and uninteresting if dis- 
cussed in terms of generalities and conjectures. However, it 
can be discussed in specifics, and then it becomes alive and 
challenging. 

Success is not built on good luck, government regulations, 
paper agreements or the vagaries of the weather. The suc- 
cess of the entire coffee industry is built on sourd planning, 
hard work, patience and persistence—persistence in growing 
a better product and persistence in processing and selling 
that better product more often to more American consumers 


There are no shortcuts or miracles to reach our goal. . 


Charles Lindsay, manager of the Pan-American Coftee 
Bureau, reviewed for us the advertising, pornt-of-sale, and 
Bureau supported 


merchandising materials with which the 
Mr. Lindsay said, 


As 


while the results were not sensational, they were definitely 


last summer's iced coffee campaign. 


encouraging for an initial effort 

Now, let me cite some of the specific findings from that 
COFFEE & TEA INDUSTRIES magazine survey which Mr Lind- 
say mentioned 


Respondents to this survey accounted for more than 65% 





Diminutive Ralph (Lippy Leo) Lombardi, of Machado & Co., shows 
his badge of authority as chairman of the coffee convention's soft- 
ball activities. Roasters won—with help from the greens. 


JANUARY, 1957 


Getting the feel of the old chuck wagon at the ranch party are 
Joseph Mulvaney, of Thor Eckert & Co., Inc., and Mr. and Mrs. 
Edward Aborn, of Tenco, Inc. Brisk air couldn't chill coffee fun. 








% Coffee Convention “Highlight” Report: Recreation 


fun at 


Boca 





veterans of earlier Boca Raton conven- 
| 


coffee men and friends at the National 


With 
ions among them, 
Cottec ation’s 46th conclave settled smoothly into 
the social and sports programs. 

Golf, usual, 


S cond A cold 


ind the beach, with the most popular activity near the 


SO many 


Ass« Cl 


was top sport, with fishing 


| 
thinned 


ds 


wave attendance at 


breakers confined to sunbathing, dry. 


rhe social program began with a reception on the even- 


ing of the opening day tendered by Arthur L. Ransohoff, 
NCA chairman. The the Pan 


American Coffee Bureau was On 
the third night, conventioneers braved brisk temperatures 
at the Beach Club for a ranch party 

Wind-up of the convention and of the social activities 


was the annual banquet Thursday night in the Patio 


Royale 

Ethel Smith, who presented her fascinating 
in Rhythm” at the banquet, found a couple of ready 
assistants in Mr. Ransohoff Ed Aborn, ex-NCA 
president, both of whom took to the entertainer’s strange 
flair facility of old stag 


next evening 


retiring 


host at a reception 


Comedy 


and 


the and 


nstruments with 
pros 


Topnotch golf 


ny 


Phe convention saw some topnotch golfi 
We welcome Lou Ehrhard. of F. W. Ehrhard & Co 
is the new holder of the Pan-American Golf Trophy. 
Richard Wear, of Anderson, Clayton & Co., New 
who headed up the golf activities at the con 


Lou kept his head down and came up with 


said 
York City, 


vention 


low net, winning the tournament.’ 


eross was carried off by 


Mr. Wear explained that low 

in extremely capable golfer, Lou Oehmig, of the Fleet 
wood Coffee Co., Chattanooga, Tenn. 

Mr. Oehmig took advantage of his stay at Boca Raton 

to play several rounds of excellent golf,’ Mr. Wear de 
| 

to say that playing with the new 


clared It is sufficient 
Boca Raton golf pro, Sam Snead, Mr. Oehmig shot a neat 
ning 


67 against the old pro’s 70 Mr. Oehmig’s win 
round for low gross in the tournament was 73 

Mr. Wear added that the ladies turned out in good 
numbers for their annual putting contest, supervised by 


Mrs. Austin A. O’Brien 


The tournament was a grand success, with Mrs. R. L 


Thomas, from San Francisco, winning top honors,” Mr 
Wear said 

Golf prizes for low net in the men’s tournament went 
in order, to R. C. Bonekemper, The Kroger Co.; Richard 
Cain, Cain’s Coffee Co.; Mr. Ehrhard; Eugent T. Heath 
cote, S. F, Pellas Co.; Ja: ies M. O’Brien, The Kroger Co.: 
George L. Holt, Moore-McCormack Lines, Inc.: Roy Da- 
badie, Community Coffee Co.; Richard F. Balzac, Balzac 
12 C 


Hinkle, Shellmar-Betner Division, 


Bros. & ( O.. Inc.: F, S. 
J. Elliott Burt, Reamer, Turner & 


Continental Can Co.; 


Co 


Runners-up in the ladies putting contest included Mrs 


R. L. Thomas, Mrs. Cedric Sheerer, Mrs. A. L. Ranso- 
hoff, Mrs. Thor Eckert, Mrs. E. M. Manning, Mrs. George 
E, White, Mrs. Sam Israel and Mrs. A. A. Anisansel 


In the ladies’ golf tournament, the winners were Mrs 
Alan V. Bories and Mrs. Weldon Emigh 
Fisherman conventioneers 


ranging from the spectacular to the invisible 


among the ran into luck 


Menger’s big fish 


Menger, of the Hoffman-Hayman Coffee Co., 


es 
58 


G 
brought in a 
pounds, good for the top prize in the tournament 

F. B. Newcomb, of the American Can Co., did nearly 
is well, with a sailfish only four inches shorter but 12 


seven foot eight inch sailfish weighing 


sounds lighter. 
Another sailfish brought third prize to James P. Kis- 
sane, of the B. F. Gump Co. He landed a 34 pounder 
measuring six feet eight and a quarter inches. 
Mrs, William X. Leon, whose husband is with Ander 
son, Clayton & Co., came through for the distaff side 


I 


with a 35 pound amberjack for fourth prize 
Thomas J]. Prettyman, of the Paxton & Gallagher Co., 
brought in a 30 pound sand shark, taking fifth prize 


fishing tournament was W. Ferd 


Heading up the 
Dahlen, of the company bearing his name 
The annual softball game between the greens and the 


roasters ran into a strange obstacle—a scarcity of roasters 


But with the cooperation of the greens, this obstacle was 
quickly surmounted. 


Schmid 


up in quality for what 


Nate (Slugger) 


Moreover, the roasters made 


they lacked in quantity. Nate Schmid, for example, who 
ised to be a professional ball player, walloped one into 


the far reaches of the south lawn, where the game was 
played, that astounded players and spectators 
The help rendered to the roasters by the greens was 
adequate—maybe too much so 
who 


Ralph “Lippy” Lombardi, of Machado & Co., 
headed up the softball arrangements, reported the results 
this way: 
For the first time in years, tne roasters gave the green 
to 6 


en a real beating, winning by a score of 17 
“The roasters’ attack was sparked and headed by Fred 
Kohn, of the Old Dutch Coffee Co., Nate Schmid, 
of the Woolson Spice Co 
The green team was headed by Charles Leister, Jr., 
of Byrne, Delay & Co., who took the defeat like Alston 


from Stengel.” 


and 


(Continued on 10) 


page 
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% Coffee Convention “Highlight” Report: Sports 





The coffee golf tournament at Boca Raton saw some topnotch play- 
ing. Going the rounds were (from left) Carl B. Strom, Mississippi 
Shipping Co.; O. A. Saunders, Standard Brands, Inc.; and Robert 
B. Sasseen, Dannemiller Coffee Co. Paired in the center are David 
S. Sweet, Boyd, Weir & Sewell, Inc., and J. Elliot Burt, Reamer, Turner 


& Co., who took a low net prize. In the confident trio at the right 
are Laurence Marty, Grand Rapids Coffee Co.; Jack Bloom, J. 
Aron & Co., Inc., and Rudolph Dornseifer, Kwik Kafe Coffee Pro- 


cessors of America, Inc. 





This was the team which brought victory ‘+ the roasters, for the 
first time in years. From left: Captain Fred s’ohn, J. Jay Schwartz, 
George Boecklin, John A. McCarthy, John Banzhaf (a former New 
York Front Street coffee man), Vincent Diez, M. E. Pavitt, Joseph 
Mulvaney, Nate L. (Slugger) Schmid. Kneeling are David S. Sweet 
and Charles E. Rogers. 














Obviously, luck in the fishing tournament was a sometime thing. Dis- 
playing their highly varied catches here are (from left) J. K. (Jack) 
Evans, special consultant to the Pan-American Coffee Bureau; Mrs. 
Gustav Wedell; George V. Robbins, General Foods Corp.; and Mr. 
Wedeil, The East Asiatic Co., Inc. 
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On the green team were (from left): E. A. Johnson, Jr., J. Elliott 
Burt, Charles E. (1 Lend 'Em a Both a Hand) Rogers, Arthur L. Ranso- 
hoff, Earl B. Ackerman, Michael Paolino, John Banzhaf. T. J. Moran, 
E. A. Schoenborn, Thomas J. Battaglia and Captain Charles Leister, 
Jr. Kneeling is Robert T. Poole. Greens said, ''Wait till next year.” 
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On the Boca Raton dock are (from left) Roger Roy, Councillor of 


the French Union; Mrs. Roy; Nicolas Feulliatte, then with Christopher 
Trading Corp., now with Compagnie France Amerique, Inc.; Louis 
Vincent, Cie 
Embassy; Marcel Aubrey, Selcamerica, Inc., John H. Egidy, IFC. 


Maritime des Chargeurs Reunis; Pierre Massin, French 
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REMINDING YOU THAT 
GOOD BLENDS ARE MADE PERFECT 
WITH 


SALVADOR 
COFFEES 


COMPANIA SALVADORENA DE CAFE, S. A. 


San Salvador -_ El Salvador 


Cables: Coscafe Acme Code 
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SIROTA & CO. 
GEORGE SIROTA COMMODITY CORP. i 
ERS AND OTHER LEADING 
GREEN COFFEE ASSN. OF NEW YORK CITY, INC COMMODITY EXCHANGES 


Twenty-Six Broadway, New York 4, N. Y., BOwling Green 9-8220, Cable: ATORISCO 
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% Coffee Convention “Highlight” Report: Promotion 


building coffee consumption 





By CHARLES G. LINDSAY, 


Probably one of the most interesting and encouraging 
rations undertaken by the Pan-American Coffee Bureau 


this year was the summer iced coffee campaign 


x indertook it for two reasons: first, iced coffee, in 
s many varieties, afforded us a perfect opportunity to 
sent new and different Ways to serve coffee, thus con 
ng to help consumers “rediscover” the beverage; 


and second, it provided reason to promote coffee at a 


| | 
normally declines 


volume 


for the 195¢ ed cofttee promotion started 





ersationally in July or August, 1955. By September 
ur advertising department and our agency, under Ed 
Van Horn’s able and energetic direction, were developing 
lvertising, point-of-sale, and merchandising plans and 
naterial Details of the promotion were announced at 
he seminars 

The campaign opened in May with a three-page gate 
fold advertisement in the Saturday Evening Post—the 
first such advertisement, incidentally, ever used by the 
food or beverage industries. This was followed by full 


olor pages in Ladies Home Journal, Look, American 
Weekly, This Week 
ulation, for all six publications, of about 
115,000,000. 


and Parade—giving us a total cir- 


+9,000,000, 


with an audience of 


Meanwhile, we had taken full advantage of the mer 







con 






ne 


At the wind-up banquet, Vito Sa, president of the Pan-American 
Coffee Bureau, awarded PACB's golf trophy to Lou Ehrhard, tourna- 
ment winner. From left: Henri (Hank) Weeks, Grace Line, Inc., 
and Leonidas C. da Costa, Lloyd Brasileiro, doubles team which won 
tennis tourney; Mr. Sa; Mr. Ehrhard. Producing country repre- 
sentatives at the convention included the group at the right. Front 
row (from left): Miguel Angel Cordera, president, National Coffee 
Commission of Mexico; Vito Sa, PACB president; Dr. Claudio Benedi 
Beruff, secretary, National Association of Coffee Growers of Cuba; 
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Manager 
Pan American Coffee Bureau 


1 1 + + ‘ 
chandising facilities made available to us by the eds 
Ising media we used As a result, approximately QO, 


food stores used ed coffee display material Supplied Dy 


the Bureau through these services 

Also, 127 roasters ordered display material from as 
and many produced their own 

The Bureau's fofal investment in last summer's iced 


We believe th 


totalled a 


coffee campaign was about $250,000,000 
vood 


them devoted 


individual companies 


I 
since a number of 


investments by 


many times that figure, 
substantial budgets to iced coffee promotions featuring 
their own brands 

What were the results of this iced cotfee campaign 

t é 

Actué e ¢€ t e€ positive l€ Said a I¢ iInutes 
Actually, w in't be } i\ W id a few minu 
ago that they were encouraging; and we took our en- 
couragement from these factors 


First. household purchases of coffee. as measured for us 
by the Market Research Corp. of America, were higher 
during July and August of this year than they were for 
en 1955 


the same months in 


Second, iced coffee was more widely and more intensive 
ly promoted by roasters and processors last summer than 


it ever had been, and 


Third, we understand that preliminary results of a sur 


(¢ tinked on page 19) 





Manuel Mejia, manager, National Federation of Coffee Growers of 
Colombia; Dr. Evelio Jacomino Marrero, Instituto Cuban de Estab- 
lizacion del Cafe; Maclovio Pina Morales, manager, Mexico's Na- 
tional Agricultural Union of Coffee Growers; Andres Uribe, U. S 
representative of the Colombia Federation. Back row: Juan Rebol- 
ledo Clement, president, Mexico's National Agricultural Union of 
Coffee Growers; Manuel Proto, Mexico's representative to PACB; 
Marco Uscocovich Bueta, Ecuador's representative to PACB; John 
F. McKiernan, NCA president; Arturo Morales, manager, FEDECAME.. 


ro 





% Coffee Convention “Highlight” Report: Brewing 


the CBI 


the objectives 


story 





By EUGENE G. LAUGHERY, President 


it is well brewed—then “‘on« 


ly, a lot money spent on advertising 


, \ 
blending. and roasting is lost 1f tl brewing 


packaging 
, 


1 
weil 


isn t done 


Onur 7 } 


‘ fy} hi 274i CrE Cu 
For isntance, our ‘‘Cofteetime is a do-it-yourself program 
signed to encourage the housewife to brew better 
coitec 
We supply the ladies with a kit describing the materials 
offered 


a play dealing with the subject of 


These include a colored moving picture on coffee 
brewing, a paper on the 
economic significance of the commodity, the ‘Coffeetime 
Special Packet” and brewing instruction folders, This is 
all offered free of charge 

In return, all we ask is that one member of the group 
put on a brew demonstration in accordance with our recom 


mendations. As a reward the lady who does this is pre 


getting the facts 


The Coffee Brewing Institute, !nc. 


sented with an attractive coffee tile with her name inscribed 


and fired on it. This is an effective way of getting the 


story of good brewing right into the home which, after 


all, represents the greatest coffee consuming segment in th 
ountry 

This program complements those companies who have 
proper brewing suggestions on their coffee containers 


No doubt you've noticed articles in your daily newspaper 


on coffee brewing which quote the Institute. House organs, 


restaurant publications, and homemakers’ magazines more 


and more request and use our material 


CBI 


ot S¢ heduled 


Recently we have been sending directly to you 
News’ 


appearances by our personnel 


which is intended to inform you 


This gives you an opportunt- 


ty to attend these meetings, to bring your customers and 


associates, and to follow through with your accounts 
Earlier, I mentioned that our prime task was to develop 


facts—knowledge about the commodity, coffee. That means 


research 





By DR. EARL LOCKHART, Scientific Director 


Scientific research conjures up all sorts of images in 


the mind of the layman. He sees test tubes, Bunsen burners, 


guages, dials and other scientific 


pharaphernalia usually 


associated with a laboratory. He questions the validity 
and practicality of some of the projects being studied. 

Happily, this attitude is rapidly being dispelled, thanks 
to the very keen interest of business, industry and govern- 
ment. They have discovered that to live, to progress and 
to profit, there must be a constant effort to improve, to 
to discover 


refine and 


I am not telling you anything new when I say that for 
all the centuries that coffee has been used, very little has 
been done from a scientific standpoint to find out what makes 
it tick and how it can be made to tick better and more con- 


That 


researc h 


sistently is our goal right now, 


Our is being done with several objectives in 
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The Coffee Brewing Institute, Inc. 


mind—to improve the commodity, to improve the beverage, 
to facilitate and insure control over processing methods. 
The ultimate objective is to help the industry. To do this, 


the Institute has some of the finest scientific talent in the 
country working on its projects 


Now. 


been selected, why have they been selected, and what 


what about these projects? How have they 
promise do they hold for the betterment of the product ? 

Selection has been made on the basis of the most im 
mediate necessity for information by the trade itself. 
It is reasonable to understand why the average man raises 
his eyebrows or looks puzzled when he is told that one 


When 
tell him that this has to do with the analysis of coftee 


of the studies is on vapor chromatography, you 


aroma, he begins to show interest but still wonders why 
times should be spent trying to analyze such an elusive 


TEA INDUSTRIES and The Flavor Fie 





% Coffee Convention “Highlight” Report: Brewing 


complex and what it can mean to him as a roaster 


Well let 


the busine ss; how 


it will mean to you people in 


As 


we will know more about the roasting 


us see just what 
it will hel; a result of this work, 
quality of bean 
roasting process itself We 
much aroma is lost durit 


W « Will be able to n 
differes packaging 


varieties and more about th 


will be able to check on how 


and grinding 1easure the 


ooling 


loss of freshness under and storage 


} 
conditions 


sure you will agree information on 


topics I have listed will be valuable 


peration and to the commodity as a whole 


This happens to be one project currently under study 


There are others of immediate interest to the trade as a 


them grinds and 


the 


taste Of 


whole, 
As 
effect on 
that 
In addition to 


among Our stu Ss on water 


grind has a measurable 
The 


Y irding 


ill know. de Oree 


the 


you 


the difficulty here is 


there is confusion grind terminology 


the three most common classifications 


regular, drip and fine, which are classified in accordance 


with the Simplified Practice Recommendation,—there are 


applying the facts 


several others on the market for which 
exists. 


We 


that our findings will | 


have undertaken the grind 


analysis and terminology. 


between grind 


This has involved the of more than a 


sand samples from four major areas in this count 


The particle size variation in each grind has been 
, 
he 


which Will be ible 


the 


sured, Our results, aval very 


show how confused situation really is W itl 


assistance. we should be able to come up with numer 


descriptions and names that everyone will understand 


specifically to 


We 


you 


We will be able to adapt grinds more 


different types of brewing equipment will also 


able to devise systems that will give better contr 


over your product from day to day 


From our water studies, we have four 


impurities. such as calcium, bicarbonate, chlorine 


I 


immonia, are not present in sufhcient quantities 


waters to contribute a taste to the beverage 


(¢ ntinhed PARE S) 





We take 
to the people who make coffee the information developed 
y Dr. Earl Lockhart (CBI Scientific 
Director and his many helpers all over the country. 


Describing our operation is quite simple. 


and accumulated by 

In turn, we take information, suggestions and problems 
of the people who make coftee back to the Coffee Brew 
ing Institute 

You will notice I said people who make coffee, rather 
than people who brew coffee. That's because there is a 
lot involved in the making of a cup of coffee, before it’s 
brewed, that directly affects the finished product. Grower 
blender, roaster, grinder, packager, recipe writer, adver- 
tising copy writer, equipment manufacturer, coffee sales- 
man, grocer, restaurateur—all have a hand in the making 
of a cup of coffee before the coffee brewer gets into the act. 
If one of them falls down on the job, the cup of coffee 
suffers. That is why we try to work with all of them. 

Many of these people realize how much they must 
depend on one another, and are beginning to do some- 
thing about it. This makes us confident we are on a 
winning team. 

Today we have representatives from coast to coast. 
Those who haven't may 


When they 
They want to work 


Most of you have met them 
expect a visit from them in the near future. 
call their 
with you to improve a cup of coffee by better brewing; 
Ww here 


on you, time is yours. 


that is, of course, improvement is necessary. I 
believe you will find our representatives well informed 
in practical solutions to brewing problems. 


Early in the business, we discovered that we needed 
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By ROBERT BAPPERT, Field Research Director 
The Coffee Brewing Institute, Inc. 


more than just conversation, if we wanted to make coffee 
That 
came up with the idea of comparative brewing, which 
It's 
designed to bring out the principles of good brewing, 


brewing interesting, and informative. is when we 


many of you have probably seen or heard about. 


to show the importance of cleanliness, temperature, ex 
posure time, grind and formula, and how these factors 
We felt 


that the best way to demonstrate good brewing principles 


relate themselves in the brewing procedure. 
was by visual demonstration; brewing coffee properly 
and then according to common misconceptions or with a 
dash of carelessness sprinkled in, and invite the audience 
to taste, compare, and decide for themselves. Properly 
coffee seldom fails to come out ahead 

One call 


the brewing demonstration program; this is for the public 
§ pro, 


brewed 

Actually, we have a two fold program. we 
feeding operators. We deal mainly with brewing and 
The call 
the Brewing School; this is for roasters and roaster sales 
We deal 


equipment, 


maintenance practices in this one, other we 


men. Here we go deeper into the subject. 
with the background of 
grinds, roasts, waters, etc. 


coffee and dicsuss 

On the accomplishment side of the ledger we find that 
so far in 1956, Institute personnel have presented our 
brewing program to 31 restaurant association meetings, 
three stewards and caterers group meetings, ten major 
(hotel, 
classes). four Armed Service food teams. 


universities restaurant and home_ economist 


Many more of 
these demonstrations are scheduled for dates in the near 
(Continued on 


page 28) 
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THE GREAT ATLANTIC & PACIFIC TEA CO. 


IMPORTERS, ROASTERS, RETAILERS 
OF FINE COFFEE 


Represented in 
BRAZIL AND COLOMBIA 


By the 


AMERICAN COFFEE CORPORATION 




















FOR YOUR BEST BLENDS USE 
THE BEST MILD COFFEES IN 
THE WORLD WHICH ARE 
PRODUCED IN: 


THE HE WORLD'S BEST MILD COFFEES 


COSTA RICA - CUBA - 
DOMINICAN REPUBLIC - 
ECUADOR - EL SALVADOR - 
GUATEMALA + HAITI - 
HONDURAS + MEXICO » NICARAGUA - 
PANAMA + PERU - 
PUERTO RICO.- VENEZUELA 


i) U FEDECAME «- (FEDERACION CAFETALERA DE AMERICA) 
( Feoec FEDECAME «+ BOX 739 ° SAN SALVADOR, EL SALVADOR, C.A. 
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vey by the coffee trade magazine, COFFEE & TEA INDUs- 
TRIES, indicate that for the trade as a whole, the invest- 
ment of time and money was rewarding. 

Dilution of our encouragement stems from these fac- 
tors: 

Our market research department, which deals in cold 
we might say ‘ced—facts and figures, conducted a study 
of consumer coffee drinking from mid-July to mid-August, 
through the Psychological Corp. From the mass of in- 
formation developed, two items are of particular inter- 
est here: one, the summer of 1956 was a cool one for the 
country as a whole, with temperatures for a majority of 
the population at, or a little below, the long-term aver- 
ages; two, although /o/a/ coffee drinking held up reason- 
ably well, the drinking of coffee as an iced beverage was 
unimpressive—slightly better than 1% of the total cups 
or glasses consumed. 

We'll admit the evidence isn’t as conclusive as we'd like, 
but perhaps because we're optimists, we think it points 
toward a continuation of effort on iced coffee next sum 
mer. For ced coffee promotion stimulates the buying of 
coffee by consumers—whether they drink it hot or iced 
it will serve its purpose, 

We're planning, now, on another iced coffee campaign 
for the summer of 1957 

Our current advertising features another merchandis- 
able idea: the ‘Happy Holiday” Coffee Eggnog. 

It not only presents a new use for coffee on a neu 
occasion (thus continuing our basic “rediscovery” theme) 
but it encourages promotion at the retail level by offering 
tie-in opportunities for a variety of related products. 
Despite only modest efforts on our part to promote Cof- 
fee Eggnog as a holiday beverage, nearly 25,000,000 
pieces of tie-in material, including store-posters, shelf- 
talkers and drop-in newspaper mats, have been ordered 
by roasters—and by the dairy people. 

But our advertising department has a great many other 
duties than just the planning and direction of consumer 
and trade advertising, and the creation and distribution 


of point-of-sale display material Among these is the 


I 
handling of our coffee exhibits 


Now we have two. The 


We did have three of these 
third has been sold out 
elaborate of these exhibits con 


which, 


The biggest and most 


sists of t separate sections when assembled, 
cover approximately 800 square feet of space, and tell 
the complete story of coffee in pictures, sound and 
from the planting of seeds through the cultiva- 


and 


motion 
tion, harvesting, processing, shipping, roasting 
brewing. 

So far this year, this exhibit has been shown at the 
Detroit Historical Museum, the Woodward Stores in 
Vancouver, the California State Museum of Science and 
Industry at Los Angeles, and the Texas State Fair at 
Dallas. Approximately 1,500,000 people saw it at these 


four showings—and came away with a little better un- 
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derstanding and appreciation of our business and of their 
favorite beverage 

The second of our two remaining exhibits also has 
been popular with roasters—particularly for use in trade 
shows. It includes 12 back-lighted color transparencies 
showing dramatic scenes in the growing and processing 
of coffee—plus samples of ripe coffee cherries, parchment, 
green, roasted and ground coffee. 


The exhibit 


about a half-hour to set up, and is designed for use in 


is self-contained in its own crate, takes 


a standard 10-foot square show booth. 
On both exhibits, it 
pay transportation charges, with the exhibitor assuming 


has been the Bureau’s policy to 


costs for space, installation and maintenance 


And now we're in a bit of a quandry. Our advertising 
and public relations departments work together so close- 
ly, and complement each other so thoroughly, that it 


sometimes takes an arbitrary decision to say whether a 


S&S 
fy f 


FISHING 


It took 33 tough minutes and encouragement from his companions 
for James P. Kissane (holding rod) to bring in that sailfish, which 
took third prize in the NCA convention tournament. From left: 
Donald R. Stewart, Stewart's Private Blend Coffee Co.; Mr. Kissane, 
who is with the B. F. Gump Co.; Sanford Cohn, Superior Tea & 
Coffee Co.; Daniel F. Lyons, Illinois Central Railroad. All four are 
from Chicago. 


Among those trying their luck in the coffee convention's fishing 
tournament were (from left) Carl J. Barfoed and Carl B. Strom, 
both of the Mississippi Shipping Co., John Heuman, Continental 
Coffee Co., and John H. Egidy, International Freighting Corp., Inc. 
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project should be undertaken by—and charged against 


one department or the other. 


case 1n 


Our year-end cottee-for Safety program 1S a 


point Essentially, it 18 a public relations project—yet 
our advertising department contributes heavily to it in 


time, talent and money This year we propose to use a 


vy schedule of radio spots over the week-ends pre- 





Bean of destiny 


John L 


New 


Van Volkenburg, President, CBS-TV. quot 
York Times editorial at the NCA con 
Boca Raton, Florida 


ng a 16th 


vention 





ceding Christmas and the New Year. on 57 
the 48 principal markets 

You'll notice that this year we are not using the slogan 
When Instead, 
ampaign is 


Make it 


two reasons for this 


cottee.” 
Stay alert! Stay 


it’s one for the road. make it 


our based on the theme, 


drive! 
In the 
have been uncomfortably conscious of declining interest 
‘One for the Road 


alive! cottee when you 


There are first place, we 


and irticipation in Our programs 





on the part of the domestic coffee trade. In the second 


place, our new theme capitalizes on coftee's established 
reputation as an alertness beverage and is more closely 
identified with our more ambitious and broader coffee-for- 


on during seasons of 


which we carry 


satety 
heaviest travel by automobile. 

Now, this year-end coffee-for-safety program is shaped 
by our public relations philosophy that coffee publicity, to 
be worth the paper it's written on, must have a purpose. 


It not only must generate consumer good-will toward cof 


program 


fee by associating it with a cause in the public interest, 
but it must also help to sell “just one more” by promoting 
We believe It does this 


the actual drinking of coffee 
‘For Safety sake, 


just as did our summer program ot 


stop for a Coffee-break!" 

As part "Face of America” series, the Saturday 
Evening Post carried a double-page spread in full-color 
featuring the “Coffee-break” in its September 22nd tssue 


endorsement of the 


of its 


This highly favorable editorial 
Coffee-break”’ as an accepted national institution, particu 
larly by a publication of the stature of the Post, was an 
acknowledgement that no money could buy of the success 
of one of the Bureau's principal promotional programs 

In our 1956 Coffee Drinking Study, we asked consumers 
what type of coftee naker they used. The popularity of 
percolators, glass coffee makers and drip pots over the 
old-fashioned coftee pots not very 


wide general news interest, but also an item 


only was an item of 


special 


interest to food editors 
A story on teen-age coffee drinkers aiso came out of 
the study and was published throughout the United Press 


(Continued page ) 
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ow many “one mores” 


can the coffee market take? 





By DR. VERGIL D. REED, Vice President and Associate Director of Research 
J. Walter Thompson, Inc. 


In the socio-economic climate of America, today and $7,000 in spending money per household in 1965 and 


tomorrow, it’s going to take more than mere aggressive in terms of 1953 dollars. There are six-and-a-half times 

ness, intuition and shrewdness even to keep up with as many spending units (roughly families) with incomes 

the growth of our dynamic economy, let alone taking over $3,000 as in 1941, and the climb up the income 

leadership in it and expanding your share of the market ladder is still a rapid one. The discretionary income or 

It's going to require a quality of business statesmanship spending power is six times that of 1940 and still 

and a breadth of knowledge that encompasses far more creasing 

than yesterday's concept of the day-to-day operation of We need not belabor purchasing power further 

a relatively small concern in a relatively small and fairly there and growing lustily. 

simple aha ; There are extremely few American families, and 
Voday’s businesses are larger. The risks ire greater. will be fewer still in the future, who cannot afford 

Management is more highly trained and its functions drink coffee reculariy—and good coffee—if they want 


are more specialized—in the leading concerns, at least 


| 
ind that’s the way they've become leaders 

Objectives, policies and plans must be projected farther 
ind farther into the future. Planning for next year 1s 
no longer good enough to assure survival, let alone 
growth. Your market is vast, but increasingly complex 

It's only “normal” characteristic is constant change, 
and the changes are at an accelerating pace. 

Your consumers are more discriminating. Added lei 
sure and added income both mean a wider range of con 
sumer choice. That facility of choice can be devastating 
to the unwary, and, as you well know, with disconcerting 
suddenness E 

During the lives of most of us here our economy has 
changed from a production-oriented one to a consumer 
and distribution-oriented one. The major problems of 
management have shifted radically from production to 
marketing, We must revise that old saw that the con Relaxing at a Boca Raton reception are T. Carroll Wilson (left), 
sumer is king The consumer of today and tomorrow Hills Bros. Coffee, Inc., and George Harrison, Harrison Coffee Corp. 
is King, Queen and Prime Minister, and there are almost 
169,000,000 of them. The more you know about thoss 
consumers and how to reach them efhciently, the more 
will your business thrive and grow Better marketing 
must rest on more and better marketing research, just as 
better production grew out of constant research 

How many “‘one-mores” can your market take, and 
how can you get it to take them? 

The needed purchasing power 1s there and still in 
creasing, but the consumption of coffee has not even 
kept up with the growth of the population, let alone 
keeping pace with our rising disposable income and stan- 
dard of living. On a green bean basis, per capita con- 
sumption is about 214 lbs. under the 1947-1949 average. 

Our disposable personal income (income after taxes) 
should increase from $250 billion in 1953 to well over 


si : : A Having fun at the convention are William L. Korbin, Jr.. Wm. L. 
$380 billion in 1965, and that means approximately Korbin & Co., Mrs. and Mr. Jack Bloom, J. Aron & Co., Inc. 
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newpaper service, showing that coffee ranks next to milk 
and soft drinks in popularity among the younger people 

The study also provided figures for a major story on 
the “Coffee-break” which was carried in newspapers all 
over the United States. This story emphasized the fact 
73% of all workers in the country are now permitted 
than 50% a few 


that 
a coffee break, in contrast to fewer 
years ago. 

These are only a few of the highlights of the material 
developed by our Public Relations Department from what 
otherwise could have been a dry and dusty compilation 
of figures, Actually, material from the study also has been 
used in a variety of other ways; in special feature stories, in 
radio 


speeches, and in material released to—and used by 
J \ 


and television commentators. 

There are 1400 so-called disc jockeys in the country 
One of the eggheads in our Public Relations Department 
looked at this list of disc jockeys and came up with a 
brilliant idea. Why not put them to work for coffee? 
Our egghead, who is something of a linguist, has 


been issuing a monthly bulletin to disc jockeys in their 


own style and language, with a great deal of shrewd and 
useful comment on coffee. At the present time, this 
monthly bulletin goes to 800 disc jockeys but the list 
is being expanded rapidly. So maybe we'll have a lot 
of teen-agers drinking ‘just one more’ as a result of our 
public relations resourcefulness. 


Another phase of our continuing program to get people 
poo} 


to drink ‘just one more’ is the work of our Consumer 


Services Department. 

As we explained at the seminars last winter, our 
thinks and works in 
But it operates so 


Consumer Services Department 
terms of the home and the school. 
quietly and so effectively that we're a little inclined to 
take it for granted. 

The photographs and coffee stories which go to the 
food editors of 17,000 daily newspapers throughout the 
country every month produce a steady flow of publicity 
on the women’s pages of our newspapers. We average 
300 clips per month from these photographs and stories, 
which represent only about one-third of the stories actual- 
ly printed, 

Our coffee radio letter, which goes to 14,000 radio 
food commentators every month, is used, on the average, 
on at least 200 stations—according to the return cards. 

Our Coffee Newsletter, with a monthly circulation of 
about 11,000, produces a steady flow of newspaper, radio 
and television items on coffee, all directed to homemakers. 

And our Consumer Services Department works closely 
and quietly with the food editors of leading magazines. 
Last May, Look magazine, with a circulation of more 
than 4,250,000, featured unusual coffee recipes in an 
article entitled “Coffee News for Coffee Lovers.’ The 
October issue of Gourmet, with a circulation of nearly 
articles on coffee houses, 
In its November 


95,000, included a number of 
coffee history and special coffee recipes. 
issue, Holiday magazine, with a circulation of nearly 900,- 
000 carried an article entitled, ‘The Fragrant Cup.” 
Again a wide variety of coffee recipes were included 


on page 40) 
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with other 


and feel it’s 


worth the price in competition 
goods ind services they seek 
Do you think you can attune yourselves to such an 


expanding purchasing power and convince the consumer 


your product 1S S ale 


not over-priced in terms of his 
ot values 7 
Besides the 


purchasing 


many “one-mores” available through ad 


ditional power, there is a wealth of them 


tomorrow because of population 


After all, 


ay lable now and 


growth and basic changes the people drink 


the COMmec 


Markets are merely people with purchasing power 


Li ine desivé lo buy, 
the Stork, 


If we tote up the plus and minus scores of 
the Grim Reaper, immigration and emigration. we find 
our population increasing by about 2,900,000 a year. 


That's adding the equivalent of a new city of 60,400 in 
ine of our 48 states each year. Figure that out in 
cottee 


age 15 


every 


terms of “one mores.’ It represents a lot of 


Last year about 668,000 youngsters reached 


By 1965, they will be coming into that age group at the 
rate of 3.830.000. If we credit them with one cup a day 
that’s an addition of 1.4 billion “‘one-mores 


The most significant of all our population trends 1s 


mntinued growth, a reversal of the trends and expecta 


ot the late ’20’s and the ’30’s 


Ons ( 


Our population 


vubled in the last half century in spite of the “lean 


From a low of 16.6 births per 


rates of that perio 





No coffee “consumption barrier” 
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‘vale [hose favorable infinences and impre [hem on the 


NSHINEF 
Dr. Vergil D. Reed, J. Walter Thompson Co., 
{16th NCA convention, Boca Raton, Florida 


at the 








population in 1933, we reached the highest 


sal 
peak in 25 years with 1947. This 


high rate was the result of military demobilization. The 


thousand of 


a birth rate of 27.0 in 


rate at midyear 1956 was 23.8 


Since 1950 our population has increased the equivalent 


Irelands or more than a Canada. We passed the 


of Six 
168,000,000 mark in June of this year. Between now 
ind 1965 there will be a Thailand or a Canada plus a 
Denmark added. 


These increases are by no means equally distributed 
geographically. The Pacific have an 
eighth of our total population in 1965 instead of the 
present tenth. New England, the Middle Atlantic and 
West-North Central States will have diminished propor- 
The changes wilizbe far more striking by states 


three States will 


trons 
metropolitasi*areas, cities and counties, 

The number of new households established each year 
is now down slightly also, due to the low birth rates of 
30's, and will continue to decline a little until about 
Today (September 1956) 


the 
1960, then increase greatly. 


there are approximately households, an_ in- 


19,300,000 


/ 
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% Coffee Convention “Highlight” Report: 





Coffee Potentials 





Brewing up a good one at the Boca Raton coffee convention are 
(from left) Eugene G. Laughery, Coffee Brewing Institute, Inc.; 
Robert Bappert, CBI; Mrs. Linwood Brown; Mr. Brown, General 
Foods Corp.; Mrs. Earl Locknart; Dr. Lockhart, CBI; Mrs. Richard H. 
Cardwell, Jr.; Mr. Cardwell, C. W. Antrim & Sons, Inc. 

hous¢ 


New 


the suburbs and small cities, wi 


crease of almost 1.000.000 over a year ago 


holds, most of them in lI 


means increased demand for many goods. certainly in 
luding coffee 
Beginning with the ‘60's, the increase should be a 


with the and new house 


vold 


the 


m irket 


holds ot 


marriages 


H« usc holds, 


mine, 


war baby crop not indi 


viduals, are your best customers 

Even the Grim Reaper is on our team. We have added 
over 31 years to our male and over 36 years to our 
female life span since 1850. A white boy born in 1960 


expectancy ol 609.6 years His sister's 


that weaker sex. you know 


will have a life 


expectancy will be years 


That increased life expectancy and decreasing mortality 
rates add greatly to the richness of your market is an obvi 


ous, but often overlooked, fact 

The population over 65 years of age increased a third 
between 1930 and 1940 and another third between 1940 
and 1950. Those over 65 will number 15,800,000 by 
1960 and make up 9.2% of our population compared to 
2.9% in 1870. There are today about 21,330,000 people 
over 60 years of age. These elders are a far better 


market than those of previous generations. 


In your exuberance to sell the youth market, don't ne 
me that in the surveys 


glect the oldsters. It seems to 


I've seen there is a tendency to under-rate those over sixty. 
Their established habits, their brand loyalties and their 
judgment of good coffee drunk at leisure are worth a lot 


Take another careful look at these surveys 


to you. 

The proportion of our population on farms has de 
creased from 95% at our birth as a nation to 13.3% 
today. The trend from the farm will continue indefinite 


ly. About 22,257,000 people now live on farms com 


pared to over 25,000,000, or 16.6% of the population, 


in 1950 


PIONID.: 


and the l S. coffee 


Next 


lvrends 


Dr. Reed on other current 


market 


Coffee futures market for London 


The United Kingdom Coffee Trades Association de- 
cided at its annual meeting in London to set up a special 
subcommittee to investigate the possibilities of starting 


a new coffee futures market. 
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Mild producers meet 
in Mexico City; agree 
on price stabilization 


Mexico, Colombia, Guatemala, El Salvador 


Rica, producers of mild have agreed 


I 


mcasures 


coffee, 


designed to stabilize the coffee export 
according to a Comtelburo report from Mexico City 
Maclovio Pina 


nimum export price has yet been set 


Morales emphasized that 


usually reliable said that the export 
would be 65¢ per pound in U.S. currency 
The base for igreement between 


yroducers was eement reached three year 


the Bogota Con 


conomik aid to the growers 
ina Morales elaborated that } vovernment 
hase ones warehouses 
sale if the growers are fa ith an unfavorable 
but the government 
present fave 

Other producers 
taking action similar to Mexico 
interests 

The measures ti e taken by the mild 
ountries are stabilize the market 


the grower and roaster, spokesman said 


Mr. Pina Morales said that no imp 


port quota 1s involved 


because the demand for mild coffee is greater than pro- 
duction, 

Prior to the announcement of an agreement, Treasury 
Minister We look for sympathy on the 


efforts of other Latin American nations trying to stabilize 


Flores said 


the coffee market for the benefit of producers and con 
Sumecrs. 
Alfonso Rochac, 


announced to the foreign press that coffee exporters in 


Minister of Economy of El Salvador, 


t 


San Salvador have decided to support an agreement to 


standardize coffee exports, in order to facilitate offers, 
to the advantage of both producers and consumers 

Countries producing mild coffees are fully in agree 

ent to maintain 


adde d. 


an orderly coffee supply from now on, 


Bank of Brazil increases coffee financing base 


Brazilian Finance Minister Jose Marta Alkmim last 
innounced that the Bank of Brazil had 


the financing base for coffee by about 107 


INncre ised 


Early last July the Bank announced that the financing 


rate for 1956-57 would be the same as during the 1955-56 


namely. Cr$1,950.00 per bag for. strictly-soft 


season, 
Santos-style 4’s in warehouses in Santos, Paranagua or 
»» Cr$1.850.000 on Riado 4's; and Cr$1,350.00 on Rio 


drink 


The new loan basis is reported 


t's, which represents approximate 


ly 80° of the then current Santos spot price on Santos- 


as being CrS$2,.150.00 


per bag on strictly-soft 


style 4's 
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NOW is the time 
. .. to drive for 8,000,000 more bags 


(Continued from page 11) 





of the total U.S 


national roasters were represented and all the national in 


coffee trade. All but one of the top five 


stant coffee distributors. Among all respondents, 59% said 
they had promoted iced coffee last summer. Of those roast 
ing coffee for sale in food stores, 42% said their promotion 
those in the restaurant field, 700% re 


s| he 


promoted iced coffee last summer stated definitely that they 


helped business. Of 


ported higher sales large majority of the 599% who 


will do so again next summer 


] 


These, of course, are only a few preliminary results. The 


te findings will be published in this magazine’s Feb 


comple 


ruary issue. But here are the editors’ main conclusions 


summer was unseasonably 


coffee 


| Despite the fact that last 


pre motion 
increase 1n 


cool in some parts of the ountry, iced 


great deal to a noticeable 


helped a 
| 
business 
2. Fhe 


not be 


ould 


roasters who 


former industr that iced coffee 


sold successfully was ed by the 


promoted it last summer 


3 Many of the companies whicl cottee 


| 


Increases I 10OU GO 


did promote 
while they managed to show sales 
nearly as complete a job as they might have done 


with Mr 


that the Bureau plans another 


Certainly these findings, together Lindsay's 


statement iced coffee cam 


paign next summer, justify a serious effort to sell many ‘‘on¢ 


more glasses” in 1957 


I think you will agree that if any roaster is searching for 


the consumer approach which promises him the most. at 


tentive and the most receptive eyes and ears, he will find 


the answer in these two words—taste and flavor. This ts 


not to say that the other things which consumers like about 


offee are to be ignored in our promotion and advertising. 


stimulation, the sociable atmosphere it 





} } 
Wd NdaAMMe dAdverllsing 


with simcerily and 
} 
10 Per u ith pious 
) , , 
and Defender Gallant 


ny attempts to u 
White Knight 


with wild, shot-gun-like imprecations 


7 , yy 7 
1Galnst all those who grow the coffee crops. 


"To the very few in this industry who believe that such 
nduct is the way to win friends for coffee, we have only 
ay: We believe in the right of the individual to 
express an opinion 
This. we submit, is not the USE of free speech 
but rather its ABUSE.” 
McKiernan, National 
i6th NCA 


but not to the detriment of the in- 


dustry 


Association 


Boca Raton, 


Coffee 


convention, 


John F. 
President, at the 
Florida. 


and its indispensability as the harmless bracer that sparks 
and starts the every day of so many millions of Americans 
These, to be sure, should be exploited. 

But we are speaking now of a prime copy line which, as 
I understand it, must recognize and appeal to what the con 
t—a message that answers his 


What's in it for me? 


The facts are at hand to prove that the things which the 


sumer wants most in a produc 


blunt but all-important question: 
I | 


consumer wants most to find in coffee are taste and flavor 


Shouldn’t we tell him, then, as loud, as often and as force 





Two observations 
I speak the | 


15 


i M. 


16th annual con 


Philip Eisenmenger at 


Raton, Florida 


vention, Boca 
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fully as our best advertising minds can. that what's in coffee 


for him is precisely what he wants in it appeal ? 
And when he tries your brand and learns that it has what he 
won't he then desire 


wants ‘One more cup? 


Aside from those who remain somewhat unconvinced that 
we will ever sell 8,000,000 more 


who merely wonder whether now is 


some 


a full- 


bags, there may be 
the time to start 
powered campaign in that direction. 


of all the 


changes and violent upheavals that have transformed the 


In regard to that question, let me say this—that 
United States market, none has been greater than that which 
Between 1941 1955, Americans in- 


creased their expenditures for food from 20 billion to over 


has affected food. and 


6S billion dollars. The American consumer, who its now 
earning his greatest per capita income, has decided that food 
is the most important item in his budget. 

And so to those who may question whether now is the 
time to launch a campaign to sell 8,000,000 more bags, I 
will put this question in return: If the present time, when 
we in the United States are enjoying the greatest economy 
of our history or any other country’s history—w hen over 30, 
000,000 American families have moved up into new, higher 
income groups- if now is not the proper time to measure 
loose 


our potentialities, to formulate our plans and to cut 


with every marketing strategem we know to win our goal 


then what time are we waiting for? 


io 
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“One more cup” is realistic goal 


(Continued from 





Mr. Van Volkenburg said advertising was a “basic in 
gredient” in the industry’s campaign to increase daily per 
capita consumption by one more cup. 

The network executive said the spectacular increase 
shows that advertisers have become inc reasingly aware that 
they must do more advertising or face the danger of los- 
Ing their markets to aggressive competitors.’ 

Shifts in per capita consumption of different kinds of 
beverages since 1941 have been large, Mr. Van Volken 
burg said. 

“Milk consumption has jumped 8% 
consumption of soft drinks has skyrocketed 90% Per 


The per capita 


capita consumption of beer has shot up 31%. On the 
other hand, the per capita consumption of coffee has 
sagged 5%,” he declared 

Mr. Van Volkenburg reported that national brands 
have increased their combined budgets on the three TV 
networks from $6,000,000 to $20,000,000 since 1953, but 
indicated that most regional roasters had not upped their 
appropriations proportionately, 

Television advertising pays, he emphasized, and cited 
Nestle Co., which made a 90-second 
offering 


the example of the 
announcement on “The Jackie Gleason Show" 
viewers a free sample of Nescafe. Over a period of 18 
months, 15 such minute-and-a-half announcements were 
made—yielding a total of 2,164,000 requests! 

Referring to the coffee industry's campaign to increase 
daily per capita consumption by one more cup, the CBS 
TV president said there are parallels in television's suc- 
cessful drives to sell one more set and persuade viewers to 
watch one more show. He estimated that by the end of 
this year over 5% of all TV families will be two-set 
families, adding that the average family now spends five 
hours daily watching the television screen. 

I submit,” Mr. Van Volkenburg concluded, “that since 
TV is achieving its ‘one more’ goal with an item that 
sells at an average cost of well over $200, certainly your own 
goal, which involves only a few pennies a day, is practical 
and can be successful.” 

Coffee men responded enthusiastically to the premiere 
of “The Magic Cup,” the first motion picture produced by 
the U.S. coffee trade for consumer audiences. 

In color and sound, the movie skillfully dramatizes the 
‘magic’ in the cup of coffee, and points up iced coffee, the 
coffee break, the youth market, correct brewing methods, 
rediscovery of coffee and other potentials for more con- 
sumption. 

One of the top NCA public relations projects for 1956, 
the 16 mm. film is a powerful promotion tool. It will be 
circulated through film libraries for television showings 
and for club, church and school audiences. Prints may 
also be purchased or borrowed by NCA members for 
their own promotional activities. 

In his convention report, Mr. Folger urged more NCA 
members to become actively interested in the govern- 
ment roasting business. 

“At this time, only 32 roasters have submitted bids on 
the contracts, not all of them NCA members,” he said. 
“Certainly, a share in $50,000,000 worth of business is 
well worth looking into. And your association has made 
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this easy, too. Interested roasters need only contact the 
NCA office to obtain all the additional information they 
need to submit bids.” 

Mr. Folger also reported that NCA’s Institutional Ad- 
visory Committee, which has been extremely active, is 
developing a plan whereby state and Public Institutions, if 
they so desire, may have their roasted coffee purchases 
examined to determine conformity of deliveries to con- 
tractual obligations. 

Mr. Folger said the year since the 45th convention had 
been encouraging—'‘a year during which coffee con- 
sumption continued its upward trend, a year in which 
the industry at large experienced heavier sales volumes, 
and a year when newer and larger markets were never 
more clearly indicated.” 

Informal examination of coffee problems came at two 
panel sessions. 

One on merchandising, moderated by Peter Folger, dug 
vigorously into aspects of the youth potential for coffee, 
considered the handling of coffee’s ‘‘plus’” values, such 
as its niacin content, and weighed other aspects of selling. 

Andre Mouton, of the Port of New Orleans, brought 
laughter and applause with an appeal for a bold and di- 
rect approach to the youth market. 

Mr. Mouton said he and his 15 brothers and sisters 
drank coffee at the age of three. 

“Of course, I am talking particularly about the Cajuns 
of Louisiana,” he declared. ‘We are 500,000 of us down 
there—and certainly 500,000 Cajuns can't be wrong. 

What do you do when you prevent child from drink- 
ing coffee until it is 15? Are you telling him, “I am 


ayy to Lull Zam 


—— glad 


New laculaler BREWMATIC 


AUTOMATIC COFFEE MAKER 
Plugs In To Any 110-Volt Outlet! 


Now! An automatic coffee maker that’s almost as easy 
to install as plugging in a lamp cord! Put it anywhere 
without special wiring or installation. Simply plug in 
the amazing new Vaculator BREWMATIC to any con- 
venient 110-volt A.C. outlet. Connect it to any water 
line, hot or cold. That’s all! Just touch a button and 
the new BREWMATIC brews a full half gallon of de- 
licious coffee in just 3144 minutes .. . fills the decanter 

. then shuts off . . . all done automatically at the 
touch of a button! See BREWMATIC—the coffee maker 
that does more, costs less! 
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drinking poison—you mustn't drink it’? Start him at 
three and then he knows what is good for papa is good 
for the child.” 

Mr. Mouton explained that they drink coffee au lait— 
with milk. 

Participating in the panel were Dr. Vergil Reed, vice 
president and associate director of research of the J 
Walter Thomson Co.; Charles G. Lindsay, manager of 
the Pan-American Coffee Bureau; Eugene G. Laughery, 
president of the Coffee Brewing Institute; Miss Judy 
Gregg, of Gilbert Youth Research; and John F. McKier 
nan, NCA president. 

A panel at the wind-up session examined problems of 
Armed Forces coffee roasting. 

Ralph A. Vilas, chairman of NCA’s Government Pur- 
chasing Committee, was moderator, assisted by Brig. 
General Ray J, Laux, Headquarters, QM Market Center 
System, Chicago; William W. McCollum, Headquarters, 
QM Market Center System, Chicago; Miss Gladys E 
Jackson, QM Market Center, New York City; Anton G 
Jedlicka, Coffee Production Specialist, QM Inspection 
Service Command, Philadelphia; Albert Hanemann, mem- 
ber U.S. Army Coffee Advisory Committee; Elmer B 
Florance, secretary, National Coffee Association. 

At the wind-up annual meeting, the convention adopted 
a resolution which makes the NCA president the chief 
executive officer of the association, and provides for the 
chairman to preside over the Advisory Committee. 

Another resolution urged PACB member countries to 
make additional funds promptly available to the Bureau 
for expanded coffee promotion. 
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We have also found that some hard waters. softened 
by zeolite exchangers, can affect the taste of the brew. 
This has been determined by measuring the time it takes 
for various waters to pass through a bed of coffee 

Hard 


content 


water—with a high carbonate or bicarbonate 


filters at about the same speed as standard de 


ionized water, while this same hard water, after going 


through a softener, takes a longer time to filter through 
7 Ais 


the basis of our studies, we have come to the conclusion 


the grounds causes overextraction or bitternes On 


that hard water should either not be treated at all or 


it should be completely conditioned, not just softened 

I have chosen to review these three projects because 
they demonstrate what is being done, what can be done 
ind how such work can be of direct and vital assistance 


to you as roasters. Through all our studies, we are striv 


ing to build a strong union between you, the roasters. 


who are struggling to make a fine product, and the 


restaurateur or housewife, who can make or break your 
product if they don’t know how to get the best out of it 


Research is the key to just one more cup 


All of this 


effective means of bringing 


work would be useless if we 


attention of the public at large. But we do circulate the 


information widely. and what is more important ,we do 
put it to practical use where that is possible This is the 


function of our Field Research Staff. 


applying the facts 


(Continued from page 





We presently average about three a week. 
outstanding. 


future. 
Rosater 
Many times the roasters themselves arrange for these 


cooperation on this has been 


demonstrations. 

As an example, in Indianapolis all the roasters in the 
irea combined to sponsor us on a coffee program at the 
Indiana State Restaurant 

In Detroit. the coffee roasters from a 100-mile radius 
grouped together for a coffee brewing evening, where 
As one roaster put it, “We 
this is the 


Association convention. 


we presented our program 
have no coffee association in Michigan, so 


first time we have gotten together on our mutual in- 


terests and problems in years.” This is a good example 


of what I mentioned earlier. 


Over and above our demonstration and brewing school 
program, Institute personnel in the past nine months have 


I 
country 


contracted 150 roasters throughout the 


over 
They conducted brewing demonstrations before 72 roaster 


We are presently working on five individual 


groups 
projects with equipment manufacturers. 
work 


manufacturers right in the field on practical problems 


Often we with coffee roasters and equipment 


A case in point had to do with a large midwest cafeteria 
chain, which called upon us as the result of a brewing 


demonstration, Management wanted to improve their 


cup of coffee. Our representative brought in the servic- 


ing roaster as well as the equipment manufacturer, By 


modifying the equipment and adjusting the grind of 
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coffee, as well as instructing the coffee brewer in the 
various locations, a much better cup of coffee was pro 
duced. The chain was so pleased they spread the word 
around. This resulted in a large national chain requesting 
we work with them. We are working on a number of 
such cases presently. 

I could expand on any or all of the COpics I've told 
you about, but I think I’ve given an indication of what 
we are doing to aid in the sale of “just one more cup.’ 


William Spencer Bow- 
en cuts the annivers- 
ary cake while Ralph 
T. Reeve, president of 
Bowen Engineering, 
looks on. 


tae ede 


Bowen Engineering’s 30th year 


marked with banquet for founder 


Bowen Engineering, Inc., recently celebrated its 30th 
anniversary with a dinner and a surprise “This is Your Life 
Party” for its founder William Spencer Bowen. 

In addition to the Bowen staff many prominent business 
leaders were present at the Raritan Valley Country Club 
for the event. Many of them had installed Mr. Bowen's 
early spray drying equipment 

Mr. Bowen was born in 1886 in Hawai, where his 
family was on missionary duty. He attended Puna Lau 
Academy in Honolulu and Oberlin College in Ohio. With 
post graduate study at Columbia completed, Mr. Bowen 
became president in 1921, of the Parker Supply Co., later 
to become the Parker-Kalon Corp. He served as president 
until 1924, 

On a trip to Hawaii, during a visit to the pineapple plant 
of his friend Jim Dole, Mr, Bowen became intently inter 
ested in food products when he saw the tremendous quantity 
of waste juice being pumped into the set. He immediately 
pr Biehace a two-year option on the juice and set about trying 
to dry it. After experimenting with a spray dryer which 
failed to produce, he built a spray dryer of his own design 
By the time he had solved his problems and produced a 
satisfactory product, the option on the pineapple juice had 
expired and the juice was being marketed. 

Several years of intensive research on a great variety of 
products in Garwood, N. J., resulted in the formation of 
the Bowen Research Corp., in 1926. Today Bowen Spray 
Dryers are world known in many fields, including soluble 
coftee. 

Since retirement as head of his company, Mr. Bowen has 
continued active as director of research and is on the board 
of directors. 

The last decade of expanding growth of Bowen Engineer- 
ing, Inc. has been under the direction of Ralph T. Reeve 


as president. 
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Self-service beverage packs 


introduced by Nestle, Lehigh 


To reduce break’ 
stores, and at the same time make these refreshment periods 


time in offices, plants and 


“coffee 
more pleasant and convenient for employees, complete self- 
service beverage packs have been introduced by The Nestlé 
Co., Inc., in cooperation with Lehigh, Inc., Easton, Pa., 
maker of ‘‘take-a-break” dispensers for the packs. 

The new packs consist of Nescafé Instant Coffee, chicken 
and beef bouillon, and EverReady Sweet Milk Cocoa. The 
Nes-café comes in a ‘‘3-in-1” envelope of aluminum foil with 
separate sections for the instant coffee, sugar and Nescreme, 
a dairy product for use in coffee, giving the consumer his 
own choice of how to enjoy his coffee: hot or cold, black 
or “white.” 

The ‘‘take-a-break” dispenser, occupying only 13 inches 
square floor space, can be placed next to any hot or cold 
water cooler enabling employees—as well as customers—to 
get a cup of beverage in no more time than it takes to walk 
to the water cooler, it was explained. 

The dispenser contains three visible columns of beverage 
packs with a total capacity of 180 servings, each pack being 
released with a cup upon payment of a coin of any desired 
denomination. The machine can also be set for no payment 
at all in those establishments whose policy is to supply 
beverages gratis 

Savings of time are effected by permitting employees to 
have their coffee break where they work, it was stated. 
Nothing need be on hand except hot water. Indeed, a 
growing number of the 2,500,000 water 
are being made today to supply hot as well as iced water, 


nation’s coolers 


the latter, of course, making iced coffee possible 


The dispenser fits in with other vending machines at gas 


y 


Od 

stations and similar locations, enabling customers to get a 
quick bracer of their favorite beverage, it was emphasized 
The packs, to be sold through vending machine operators 


and distributors, will also be made available, along with the 


+ 


dispensers, to gas stations, motels. sporting goods stores, 


olleges. airlines, grocery stores and other establishments 


with a transient trade, where the speedy service of beverages 


is approriate 


Nestle's new unit 


beverage pack dis- 
penser, placed next 
to hot and cold 
water cooler, is now 
in the coffee-break 
picture. 


The packs also are reported to make a nice welcome for 
motel guests who find them in their rooms upon arrival. 
The packs can readily be placed next to a paper cup con- 
tainer. 

Advance reports indicate that airlines will find the packs 
an answer to tourist flight refreshments. Grocery outlets 
can build sales by displaying them at check-out counters as 
an impulse item, it was added. 

The new packs and dispensers will be advertised in ap- 
propriate trade publications. 
Inc., is Nestlé’s advertising agency for the packs, and the 
Mack Leblang Co., represents Lehigh, Inc. 


Dancer - Fitzgerald - Sample, 


Silex introduces ‘Coffee Kitchen” 


vending unit; uses regular coffee 


The The Silex Co 
preview showing of the ‘Silex Coffee Kitchen 


Industrial Division of presented a 
during the 
National Automatic Merchandising Association convention 
held in Chicago recently 

This machine vends freshly brewed coffee automatically 
made from ground roasted coffee It also dispenses hot 
chocolate with or without sweet cream. 

Six years were spent in developing a reliable brewing 
It measures ground coffee 


mechanism, in exact quantities, 


measures water in exact amounts and holds the brewing 


temperature at the exact degree to give a consistent infusion 
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Coffee Trade Roasters 


H. MILLS MOONEY & SON, INC. 


20 FULTON STREET, NEW YORK 38, N. Y. 


Telephone: WHitehall 4-5138 





OR and AROMA 


Ameucan. Duplex. Ca. 


Grocery & Restaurant Coffee Grinders 


815-827 WEST MARKET STREET 


LOUISVILLE 2, KENTUCKY 


INDUSTRIES and The Flavor 





The brew chamber is cleaned 
automatically after each cycle. 


The 


sign aims at selling freshly brewed coffee on sight. 


cycle for a perfect brew. 


two-tone cabinet with a lighted three-dimensional 


Says wide distribufion has been achieved 
for Decafe, decaffeinated instant coffee 


All major chains and at least 60% of independent 
grocery outlets have stocked Decaf within the first month 
of its introduction to the metropolitan New York area, 
The Nestlé Co., Inc., reports. 

Accompanied by Major advertising in all media and in 
tensive point of sale merchandising, the popular decaffein- 
ated instant coffee made its successful debut in New York 
with a double barrelled introductory coupon offer which 
included a built-in repeat business feature 

Consumers are being given a 10¢ reduction on the shelf 
price on each two-ounce jar, which contains a coupon good 


On the 


four ounce size, the reduction is doubled: 20¢ off shelf 


for another 10¢ reduction on the second jar. 


price, plus 20¢ coupon 
Rapid coupon redemptions indicate a high rate of re- 
peat purchases by new users of Decaf, Nestlé says. 
Advertising schedules for newspapers call for display 
advertisements New York suburban papers. 
Decaf is also being plugged on Nestlé’s national TV pro 


in 27 and 
gram, the Gale Storm Show, “Oh! Susanna.” 

Loca! TV includes Carol Reed’s twice nightly weather- 
casts on CBS, plus participation on the Dr. Christian pro- 
gram on two stations. TV spots are also being used, as 
well as more than 100 radio spots a week. 

The heavy introductory advertising schedule will con- 
tinue through the end of 1956, and when 1957 plans are 
completed, they will call for a continuance through most 
ot 
eye catching shelf markers and window banners. 


Dancer - Fitzgerald - Sample, the advertising 


next year. Point-of-sale material includes attractive, 
Inc., is 


agency 


“Good Joe” truck drivers get free “Joe” 
in Boyd Coffee public relations project 


An example of an effective public relations project for 
coffee is the “Good Joe’’ program in which the Boyd's Cof 
fee Co., Portland, Oregon, is participating. 

The project originated with the Oregon Trucking Associ- 
ation, which recently began recognizing individual truck 
drivers who gave assistance to motorists on the highways by 
naming them to the OTA “Good Joe” Club. Some 30 
drivers have already qualified for Good Joe Club member- 
ship on the basis of cards sent to the OTA by motorists 
who have been aided by these modern knights of Oregon's 
highways. 

Upon learning of the “Good Joe’ Club, Boyd’s Coffee 
agreed to provide each new member of the organization with 
a coupon booklet entitling him to ten free coffees from any 
restaurant of his choice in other words, “good joe’’ for 
a “Good Joe’. 

In addition, Boyd's provides a billfold identification card 
and a handsome recognition certificate, which are presented 
with approprite ceremony to “Good Joe’ Club members. 

Boyd's Coffee made the initial presentation of its coffee 
coupon booklets, ID cards and certificates at the annual 
convention of the Oregon Trucking Association in Portland. 
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America’s best-selling coffees 
in each field come from 


MAXWELL 


VACUUM PACK 


PRODUCTS 





INSTANT 


DECAFFEINATED 


| MAXWELL HOUSE 
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MEMBER OF 


NGA 


Division of General Foods 














Crops and countries 





coffee news from areas 


producing 


Colombia Federation ups “coffee dollar” 


rate, minimum interior support prices 


Colombia month established a new rate 


last 


of coffee can be registered—$105 


The previous price was $95 
I 


exporters are required 


I 
for each bag exported 


e new terms, 


$105 They then 


from the exchange office, the official rate of 


per dollar on $87.50 per bag and “exchange certifi 


7 he 


to legitimate Colombian importers 


in the $17.50 balance exchange certificates 


e sold 


with the changes in the “coffee dollar” rate, 


nbian Federation of Coffee Growers increased its 
nterior support basis for coffee by 6 
corriente’ pergamino 1s 425 


{ 
m 400 pesos), whi 


coffee 1s 440 pesos, 


of increasing the 


growers. 


peso price 
thus preventing them 
idvantage to foreign 


the 


CX¢ hange 
register d 


Morales 


commercial debt, as of 


the increase in 


Minister, 
the country’s total 


be le SS 


Finance Luis Gomez 


will than $300 000.000 
States 


Canada, 


nited amounts to S$184.000.000 


00.000 $13.000.000: and th 


ire 


understood that his governn 


irrangement through private banks 
fiving them yuarantee 


ters thems«¢ lves 


Colombia to rehabilitate plantations 


mdition of 


iTee } lantations 11 
ry 

This statel ) Mejia 

National Federation of Grows 


1 a 
sal reason was th 


Was made by Manuel 
Cottee 
who said the pri 1 
number of 


mission 


dez, International relations dir 


production is very low and will continue to decrease.” 

Mr 
until a higher yield per plant was achieved. 
of plantations, but rather the im- 
provement of those already in existence. He added that 
plans had already been studied for the improvement or 


Mejia said production costs could not be lowered 
He said he 
was not favor new 


In 


renewal of plantations, and that the Coffee Bank could 
uid with credit, wherever this was essential. 

Other spokesmen for the Federation have reportedly 
stated that the program for rehabilitation of coffee plan- 
tations has been started. It is planned that the low-in 
terest loans granted by Cotfee Bank, and with the guaranty 
of the Federation, will be paid off in three years when 
the new trees are entering production 

The first loans were reportedly granted in the Cundi 
namarca Department. 

Several million pesos of the National Coffee Fund will 

' 


poses and experts of the 


I 
growers ot 


be made available for loan pur 


coftec 
ex] 
I 


Federation will assist in the execution 


the | which 1s sected to have a deep going 


erect 


rogram, 


on the future economy of Colombia 


Louisiana starts free coffee 


service to incoming tourists 


IS being Louisiana 


Free cottec 


Tourist Information. stat 
Curt 
Commerce 


the 


urist St 


Siegelin, execut tor of the State Departm nt 


and Industry 
Bureau 


cottee service has begun 


Tourist pitol, as well as at the 
If! ations 
Donated by William B. Reily & Co., Inc., Luzianne Coffee 


will be ay ulable { { to Lo Istana a the tourist sta 


t, Tallulah, Slidell and Kent 


Shreveport Log Insp: 


Louisiana, where the 


the 


ie 
nation. has 


Mr. Siegelin 


consumption f coitec No. 1 in 


i result of 


Mario Bermu 
House 
New Orleans, said the goodwill resulting 
uuld help the 


South American countries which produce 


the cotfee serv r program, 


A S 


tor for International 


Port of 


relations between 


s gesture we cement 
Louisiana and the 
bean 
O'Brien, pres 


Orleans, cite 


the mag: 
Austin A 
ion of New 


ng nations spend the coffe dollars they earn in the U. S 


of the Green Coffee Associ 


the fact that the coffee-produc 
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COFFEES 


HARRAR 


ALKIS 





< Symbols of Quality > 


S. J. MAGDALINOS 
ADDIS-ABEBA, ETHIOPIA 


Exclusively represented in the United States & Canada by DOBBELEER COMPANY 
17 Battery Place, New York 








World consumed more coffee 
last year than ever before 
in history, PACB says 


The world used more than four and one-half billion 
pounds of coffee in 1956, more than ever before in history, 
the Pan-American Coffee Bureau reported in a year-end re 
view of the coffee industry. 

This record-breaking rate of Consumption was set as preé 
liminary figures indicated that the United States would im 
port more than 21,200,000 132-pound bags of green coffee, 
just under the all-time high of 22,100,000 in 1949; Cana 
dian imports would reach a new high; and Europe would 
use more coffee than at any time since the war 

World imports will total 36,500,000 bags, 2,500,000 
more than the previous high year of 1953, and 10,000,000 
bags more than the ten-year pre-World War II average of 
26,500,000 bags, according to PACB 

Consumption trends within the United States during 1956 
were particularly significant. Per capita consumption of 
green coffee by the population ten years of age and older 
was well over 20 pound This rate is somewhat lower 
than immediate 
that of 1953 

The percentage of green coffee 
of instant coffee increased from 
1956, PACB said 

Looking ahead, Vito Sa, Bureau president, said, 

Never in the history of the Coffee Bureau has there been 


to be the 


more encouraging evidence that coffee continues t 
favorite beverage of the United States and a widely popular 
beverage in a growing number of other countries as well 

The coffee industry can look forward to 1957 with op- 
timism. There is every reason to believe that with continued 
promotion and selling effort, consumption levels may be 
maintained and even increased 

Mr. Sa emphasized the importance of a prosperous and 
sound coffee industry to Latin America, which produces 
80% of the world’s coffee 

“The hopes of many countries for an increased standard 
of living, for expansion of basic industries, for building 
better communications, for encouraging health and educa- 
tion—all these depend on a continuingly prosperous and 
sound commerce in coffee’, he said 

The year 1957 thus offers a challenge to the coffee coun 
tries to continue and expand their campaign to increase 
coffee drinking, to continue research to improve quality and 
to continue studying ways of expediting and making more 
efficient trade and commerce in coffee” 


Urges coffee growing in Turkey 


Experts in Istanbul are of the opinion that coffee could 
successfully be grown in Southern Turkey, according to 
a statement by the Istanbul Chamber of Commerce. 

The areas of Bodrum, Mugla, Alanya and Dortyol, 
which are sheltered from the north wind, are mentioned 
as possible coffee growing districts. The statement sug- 
gests that certain Brazilian varieties which appeared likely 
to thrive in Turkey should be selected. 

In this connection, the statement recalls that tea has 
been grown in Turkey for some years. 
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Agents for reliable Shippers in 
Producing Countries 


Specializing in 

BRAZILS 
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VENEZUELANS 


Byrne, Delay @ Co. 


Cable Address: 
“VICAFE" 


104 Front Street 302 Magazine St. 
New York 5, N. Y. New Orleans 12, La. 











S. A. SCHONBRUNN & CO., INC. 
77 Water Street, New York, N. Y. 











Marketing 


merchandising . . . promotion 





advertising . . 


Coffee Days raise money 


for March of Dimes drive 
Mar 


ind neighborhood 


Following the successful patterns of last year, 


Cotte 


Days in restaurants 


being held thro ghout the 


country 


1d raising activities of the National 


Paralysis 
Mar 


ay when proceeds 


yeen asked by state and local 


ting establishments in hundreds Oo! 


March of Dimes 


collections 


announcing Coffee Day is being con 


American Coffee Bureau for distribution 
rants through state and local March of 


which participated usually donated 


rants 
proceeds for the day. In many instances 


ins for patrons to drop in the price of 
offee, or whatever they wished to contribute, according 

March of Dimes officials 

Neighborhood offec 


or coffee and accept donations, are being launched 


where housewives invite 


1 
SOCLALS 


many states by special parties given by the Governors 


extremely popular and successful last year 


following a party by the first lady of the 


more than 4,000 individual socials ord 


the Mar Dimes 
each person invited to a party given by the first 
the state, is being asked to have her own party 


friends, thus starting a chain of coffee socials thr 


took pla Ce. ac 


This y 


s have been urged to support 


by mentioning ‘coffee for polio 
advertising in January and 
Ways 

the community 


arrangements are made if 


selection of a specific January day 


the 


Nescafe limerick contest 
has $20,000 first prize 


A $50,000 Nescafé limerick contest 
topped by $20,000 for the first prize 
for re¢ 


for consumers with 


159 cash prizes win 


an accompanying $10,000 prize contest 


ner—and 
tailers, highlighted an intensive advertising and merchandis 
ing campaign for Nescafé this fall 


The limerick contest, advertised in top circulation maga 


zines and Sunday supplements, includes 2,000 prizes of 
Nescafé De Luxe Coffee Makers, each with a retail value 
of $4.95. 

The 


entry 


each 


Nescaté 


to the 


inner-seal of a jar must accompany 


There are no limits number of entries any 


contestant can send. 
theme 


The contest, based on Nescafé’s “coffee hunger 


is advertised in full color in Life, Look, This Week and 
Parade, each magazine carrying separate full and half-page 

Sunday supplements in leading market areas 
to advertise the Nestle’s Gale 


a half hour network Saturday 


advertisements 


used contest, as 1S 


are also 
Storm Show, “Oh! Susanna,” 


night TV program. Radio, too, is being used to plug the 


contest 
To help retailers boost sales of Nescafé by building big 
displays, Nestlé’s is also running the $10,000 contest, limited 


ulers and their employees, with 63 cash prizes trom 


ie) dea 
$50 to $2,000 each. In addition. 1,000 of the coffee makers 


will be awarded to dealers in the contest 
Dealers are required to complete in 
statement: “It pays to display Nescafé because 
The limerick 


Satisfy coffee hunger today 
Buy a jar of this great Nesca 


25 words or less the 


in the consumer contest ts 


te 


The people who try tt 


it 


Continue to buy 


Sample of a fifth line is: “It’s tastier coffee, they say!” 

Point of display material includes shelf markers and dis 
play material with contest entry blanks affixed 
for Nescaté 


Bryan Houston, Inc., is the advertising agency 


Says Dutch started coffee break 

Have you ever wondered how 
break vot started ? 

F. Clever Bald, assistant dire 
Michigan’s historical collections, says that you can prob 
thank the Dutch-Americans who settled in Michigan 
custom with them to their new 


the custom of the coffee 


tor of the University of 


ably 
in 1847. They brought the 
homeland, he claims. 
According to The Netherlands Information Service, in 
Holland. Mich . 
rounding area takes a break for coffee around 9:30 to 10 
to a nearby restaurant; 
the 


nearly everybody in the city and the sur 


m. Business people usually go 
factory workers usually carry a “lunch”; while on 
farms the coffee is often brought to the fields. 

Housewives in the Michigan city also take a 
break, often going to the neighbor’s for a few minutes 
relaxation and talk. This is sweetened by a 


cookie, doughnut or roll and the friendly interval is 


coffee 
usually 


limited to about 15 minutes 

The information service added: 

“The coffee break at Holland, Mich., probably stems 
back to the old Dutch custom of serving coffee at about 11 
o'clock each morning, a custom that prevails in The 
Netherlands. coffee is often served in the afternoon, too.” 
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A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Ports and dates are subject to change 


should exigencies require. Moreover, lines 


may schedule sailings not shown in this 


ae ee 
SCPpeCause, 


Abbreviations for lines 
4hl Trans Car—Ahlmann Trans Carib- 
bean Line 
Alcoa—Alcoa Steamship Co. 
Am-Exp-—American Export Lines 
Am-Pres—American President Lines 
Arg-State—Argentine State Line 
Am-W Afr—American-West African Line 
B-Afr—Belgian African Line 
Barb-Wn—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 
Barb-W Afr—Barber-West African Line 
Brodin—Brodin Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 
Dodero—Dodero Lines 
Dreyfus—Dreyfus Lines 
Ell-Buck—Ellerman & Bucknell §.S. Co 
Parrell—Farrell Lines 
Grace Grace Line 
Granco—Transportadora Gran 
Colombiana, Ltda. 
Gulf—Gulf & South America Steamship 
Co., Inc. 


Hol-Int—Holland-Interamerica Line 


SAILS SHIP 
ABIDJAN 


1 
1 
2 


18 Dei Oro 
28 Del Rio 
19 Del Monte 


3/10 Del So! 


ACAJUTLA 


1 
1 
1 
2 
2 


Marna UFruit 1 NY2/8 
Telde UF ruit 
Helvig Torm Mam 22 
E| Salvador Mam 3/8 
Managua Mam 18 


AMAPALA 


1 
1 
1 
1 
2 


11 Lempa UF ruit 
13. Managua Mam 2 

29 Marna UFruit 22/1 NY2/8 
29 Telde UFruit 
1 Helvig Torm Mam N02/22 
16 El Salvador Mam 3/8 


ANGRA DOS REIS 


1 


30 =‘ Tracer PAB 


BARRANQUILLA 


Santa Catalina Grace NY1 Pal/26 
Vindegen Granco Hol 
Roland Russ Granco NY1 
La Mavcha Granco =Bal/31 Pa2/1 NY2/2 
Christiane UF ruit NY2/1 

Majorka Granco 


August Bolten Granco NY2/12 


JANUARY CPSs 


1 Ho2/9 NO2/11 


14 Hol/21 NO01/23 


1 Ho2/9 NA2/11 


3 SF3/5 Se3/12 Va3/13 Po3 18 


Gal/30 N02/3 


Ho2/6 Ga2/8 N02/10 


IFC—I.F.C. Lines 
Independence—Independence Line 
lsthmian—lIsthmian Lines, Inc. 
JavPac—Java-Pacific Line 
Lamp-Ho—Lamport & Holt: Line, Lid 
Lloyd—Lloyd Brasileiro 
Lykes—Lykes Lines 

Maersk—Maersk Line 
Mam—Mamenic Line 
Mormac—Moore-McCormack Lines, In 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacifiec Transport Lines, Inc 
Pioneer—American Pioneer Line 
Prince—Prince Line, Ltd. 


PTL—Pacific Transport Lines, Inc 


R Neth—Royal Netherland Steamship Co 


Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Sprague—Sprague Steamship Line 
Stockard—Stockhard Line 
Swed-Am—Swedish American Line 
Torm—Torm Lines 

UFruit—United Fruit Co. 
Wes-Lar—W estfal Larsen Co. Line 


Yamashita—Y amashita Line 


COFFEE BERTHS 


SAILS SHIP LINE 


7 Falkental Granco 
7 Rio Magdalena Granco 
9 Loviand UFruit 
16 Christiane UFruit 


BARRIOS 


Orotava UF ruit 
Catherine Sartori UFruit 
Kirsten Torm UFruit 
Else Nielsen UFruit 
Maya UFruit 
Choluteca UFruit 
La Playa UFruit 
Copan UFruit 
Else Nielsen UFruit 
Kirsten Torm UF nuit 
Orotava UFruit 
Catherin Sartori UFruit 


NNN NNN DN 6B Re ee 


BUENAVENTURA 


Rio Guayas Granco 
Santa Cecilia Grace 
CD. De Neiva  Granco 
Santa Flavia Grace 
CD. De Cali Granco 
Rep. Del EcuadorGranco 
Shipper Gulf 
Santa Maria Grace 
CD. De Quito  Granco 
Banker Guif 


CARTAGENA 


1/12 Santa Paula Grace 
1/14 Roland Russ Granco 


Abbreviations for ports 
At—Atlantic port 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 


c Gf—Gulf ports 


Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
Jx—Jacksonville 
LA—Los Angeles 
M/—Montreal 
Mo—Mobile 
NO—New Orlean 
NY—New York 
Nf—Norfolk 
NN—Newport News 
aT 
Po—Portlan 
PS—Puget Sound 
Sa—Savannah 
SF—San Francisco 
Se—Seattle 

St Jo—Saint John 
Ta—Tacoma 
Va—V ancouver 

I’ i:—W ilmington 


DUE 


NY2/16 
Ho2/16 Ba2/18 NO01/20 
NY2/15 
NY2/27 


Hol/18 NO1/20 
NY1/21 
NY1/25 
Hol/25 NO1/27 
Ho2/1 N02/3 
NY2/10 

Ho2/8 N02/10 
NY2/15 
Ho2/15 N02/17 
NY2/23 

Ho2/22 N02/24 
NY3/2 


Hol/20 Gal/24 NO1/27 
NY1/21 

LA1/31 SF2/3 Va2/10 
LA1/26 SF1/29 PS2/4 
Pal/25 Bal/26 NY1/27 
Hol/27 Ga2/1 N02/3 
Ho2/1 N02/4 

NY1/28 

Pa2/2 Ba2/3 NY2/4 
Ho2/12 N02/15 


NY1/16 
NY1/23 Ha2/1 Bo2/8 





SHIP 


Vindeggen 
Santa Rosa 
La Mancha 
Majorka 
August Bolten 


Rio Magdalena 


CORINTO 


Managua 
Helvig Torm 
Ei Salvador 
Managua 


CORTES 


NNN & ee pe ee 


nN Pp 


1 Vera Cruz 
15 Kirsten Torm 
18 Cubahama 
Vera Cruz 
Cubahama 
Choluteca 
Vera Cruz 
Copan 
Cubahama 
16 Kirsten Torm 


LINE 


Granco 
Granco 
Granco 
Granco 
Granco 
Grane 


UFruit 


l 
13 Catherine Sartori UF ruit 


UFruit 
UF ruit 
UF ruit 
UFruit 
UFruit 
UF ruit 
UFruit 
UFruit 
UFruit 


23 Catherine Sartori UFruit 


CRISTOBAL 


l 
] 


10 Copan 
15 Lempa 


2/2 Telde 


: Marna 


UF riit 
UF ruit 
UFruit 
UFruit 


DAR es SALAAM 


l 
1 


1l Afr Pilot 
26 Charlotte 


Farrel 
Lykes 


DUE 


7 Gal/30 N02/3 


Pa2/1 NY2/3 
Ga2/8 NO2/10 


Ga2/18 N02/20 


NY2/13 


Gulf2 


2R 


SHIP LINE 


Kertosono Nediloyd 
Samarinda Nedlloyd 
Afr Planet Farrell 
Robin Kirk Robin 


Lombok Nedlloyd 


GUYAQUIL 


13 Rep Del Ecudor Granco 
14. CD. De Cali Granco 
22 CD. De Quito Granco 


LIBERTAD 


Marna UFruit 
Telde UFruit 
Helvig Torm Mam 
El Salvador Mam 
Managua Mam 


ey 
vw > 
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© 
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UNION 


Lempa UFruit 
Managua Mam 
Marna UF ruit 
Telde UFruit 
Helvig Torm Mam 
EI Salvador Mam 
Managua Mam 
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Catherine Sartori U Fruit 
Loviand UF ruit 
Lempa UF ruit 
Christiane UF ruit 
Telde UF ruit 
Loviand UF ruit 
Kirsten Torm UF ruit 
Christiane UFruit 


DUE 


NY3/1 LA3/17 SF3/20 Po3/24 Se3/28 Va3/30 


NY3/19 LA4/4 SF4/7 Po4/11 Se4/15 Va4/17 
NY3/15 


NY4/4 
NY4/12 LA4/28 SF5/1 Po5/5 Se5/9 Va5/11 


Hol/27 Ga2/1 N02/3 
Pal/25 Bal/26 NY1/27 
Pa2/2 Ba2/3 NY2/4 


Cr*2/1 NY2/8 

Cr°2/1 Ho2/9 NO2/11 
N02/22 

NY3/8 

N03/18 


Cr*1/14 Hol/21 NO1/23 
NY2/2 

Cr?2/1 NY2/8 

Cr22/1 Ho2 

N02/22 

NY3/8 

N03/18 


NY1/21 
NY1/21 
Hol/21 NO1/23 
NY2/1 
Ho2/9 NO2/11 
NY2/15 
NY2/23 
NY3/2 


TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS...FROM 


SANTOS, — 
RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 
| , WEST 
. AFRICA 














ANGOLA, 

BELGIAN CONGO, 
CAMEROONS, IVORY COAST, 
AND LIBERIA 


Direct regular service 


Vela Lue 


MISSISSIPPL SHIPPING (O., INC, NEW ORLEANS 














NEW YORK — CHICAGO 
WASHINGTON — ST. LOUIS 


SANTOS: DELTA LINE, INC. 
Rua 15 de Novembre 176-178 
LUANDA & LOBITO 
Sociedade Lusco-Americana, itda, 
MATADI 
Nieuwe Afrikaansche Handels Vennootschap 


RIO DE JANEIRO: DELTA LINE, INC. 
Rua Visconde Inhauma 134 
ABIDJAN & DOUALA 


Union Maritime et Commerciale 


AGENTS: 


& TEA INDUSTRIES ar 








SAILS SHIP 


LOBITO Regular Service 


16 Afr Grove Farrell NY2/6 
22. Taiwan Am-WAfr USA2/28 From The Principal Brazilian Ports To: 


1 
: 6 Afr Glen Farrell NY3/7 
2 Afr Dawn NY3/1 NEW YORK NEW ORLEANS 


8 Farrell 


LUANDA lo d 
Afr Grove Farrell NY2/6 Y 
5 Del Rio Deita N02/15 
Taiwan Am-WAfr USA2/28 
Afr Glen Farrell NY3 
Del Valle Delta N03 


Afr Dawn Farrell NY3 
Del Sol Delta N03 (Partrimonio Nacional) 


WN ND & ee 


MARACAIBO Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
' list of services vital to Brazil’s trade re- 
MATADI lations with the commercial centres of 
Afr Grove Farrell 6 the world. The American Line maintains 
= wd — regular service from the principal Brazilian 
ps hae eave coffee ports to New York and New Or- 
Del Valle Delta leans, with facilities (as cargo offers) at 
Del Sol Delta Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 


1/13 Santa Sofia Grace 21 NY1/22 


NN DR Yee 


MOMBASA 


Kertosono Nediloyd NY3/1 LA3/17 SF3/20 Po3/24 Se3/28 Va3/30 
Charlotte Lykes Gulf2/28 

Robin Gray Robin NY3/6 

Afr Planet Farrell NY3/15 

Samarinda Nedlloyd NY3/19 LA4/4 SF4/7 Po4/11 Se4/15 Va4/17 , 

Robin Kirk Robin NY4/4 NEW Y ORK NEW ORLEANS 
Lombok Nedlloyd NY4/12 LA4/28 SF5/1 Po05/5 Se5/9 Va5/11 17 Battery Place 305 Board of Trade Bldg. 





Bringing North and South America nearer each other. LLOYD ? 
BRASILEIRO makes the Good Neighbor a Close Neighbor. = 


I} 





MPF Ne Ne 
© 


WWNHNrM DY ~~ 
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PARANAGUA 


Holberg Nopal N0O2/2 H02/6 y 
Hardanger Wes-Lar LA2/10 SF2/12 Po2/17 Se2/19 Va2/20 

Del Santos Delta N02/3 FOR . 
Mormacswan Mormac Ba2/3 Pa2/5 NY2/7 Bo2/10 Ha2/12 FAST DEPENDABLE D Ll Vv \ 
Montevideo Stockard NY2/3 Bo2/6 Pa2/8 Ba2/10 

Alpherat Hol-Int NY2/3 Bo2/5 Pa2/7 Ba2/8 HR2/9 E | ERY ‘ 
Mormacgulf Mormac LA12/15 SF12/18 Va2/21 Se2/23 Po2/25 a ae your mild coffees f 
Guatemala Lloyd N02/10 Ho2/15 

Panama Lloyd NY2/12 

Peter Jebsen Nopal N02/14 Ho2/18 


Del Campo Delta N02/15 
Mormachawk Mormac NY2/16 Bo2/19 Pa2/21 Ba2/23 


Mormacsea Mormac Ba2/21 Pa2/23 NY2/24 Bo2/27 Ha2/28 


Trader PAB LA3/3 SF3/5 Se3/12 Va3/13 Po3/18 
Evanger Wes-Lar LA3/4 SF3/6 Po3/11 Se3/13 Va3/14 COMPAN Y 


Del Viento Delta N02/24 


Mormacteal Mormac NY2/25 Bo2/28 Pa3/1 Ba3/3 Nf3/4 

Santos Stockard Pa3/1 Ba3/3 ° . 
Nicaragua Lioyd NY2/27 CnntCe, 
Nopat Trader Nopal N02/26 Ho03/2 


Mormacsurf Mormac Jx3/1 NY3/5 Bo3/8 Pa3/10 Ba3/12 ali 
— a Regular Sailings between 


Canada Lioyd N0O3/12 Ho03/16 GUATEMALA NICARAGUA 


Colombia Lloyd NY3/14 


Buenos Aires Stockard NY3/17 Bo3/20 Pa3/22 Ba3/24 EL SALVADOR COSTA RICA 
Nordanger Wes-Lar LA3/30 SF4/1 Po04/6 Se4/8 Va4/9 
HONDURAS COLOMBIA 


PUNTARENUS and 
1/19 Marna UFruit Cr?2/1 NY2/8 NEW YORK - NEW ORLEANS - HOUSTON 


1/20 Telde UFruit Cr°2/1 Ho2/9 NO2/11 


to United States markets... rely on 


1 
: 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
3 


RIO de JANEIRO 
NEW YORK: 


Nyland Brodin Bal/24 NY1/26 Bol/29 Pal/31 Pier 3, North River 
l Mormacguif sigs LA2/15 SF2/18 Va2/21 Se2/23 Po2/25 NEW ORLEANS: 
1 Del Norte elta NO1/25 
1 Mormacpen Mormac Jx1/26 NY1/30 Bo2/2 Pa2/4 Ba2/6 Nf2/7 SP een 
1 America Lioyd NY1/27 
1 Holberg Nopal NO2/2 Ho02/6 
1 Bow Hill IFC NY2/3 Pa2/6 Ba2/7 Bo2/10 Ha2/12 
1 Dei Santos Delta N02/3 


JANUARY, 1957 








SAILS SHIP LINE DUE 


13 Nopal Trader Nopal N0O2/26 Ho03/2 


Coffee Service 
14. Mormacsurf Mormac Jx3/1 NY3/5 Bo3/8 Pa3/10 Ba3/12 





1/18 Hardanger Wes-Lar LA2/10 SF2/12 Po2/17 Se2/19 Va2/20 
1/19 Montevideo Stockard NY2/3 Bo2/6 Pa2/8 Ba2/10 
1/19 Alpherat Hol-Int NY2/3 Bo2/5 Pa2/7 Ba2/8 HR2/9 
1/24 Del Sud Delta N02/7 
1/26 Mormacdove Mormac Jx2/1] NY2/15 Bo2/18 Pa2/20 Ba2/21 Nf2/22 
The Northern Pan-America Line A/S 1/26 Guatemala Lloyd NO2/10 Ho2/15 
1/28 Peter Jebsen Nopal N02/14 Ho2/18 
Oslo 1/28 Panama Lloyd  NY2/12 
1/29 Del Campo Delta N02/15 
e 1/29 Trader PAB LA3/3 SF3/5 Se3/12 Va3/13 Po3/18 
Regular Service 2/6 Mormacsea Mormac Ba2/21 Pa2/23 NY2/24 Bo2/27 Ha2/28 
2/7 Del Viento Deita N02/24 
H H 2/9 — Santos Stockard NY2/24 Bo2/27 Pa3/1 Ba3/3 
Fast Norwegian Motorships 2/9 Evanger Wes-Lar LA3/4 SF3/6 Po3/1l1 Se3/13 Va3/14 
2/13 Nicaragua Lloyd NY2/27 
2 
2 
on / 2/14 Del Mar Delta N02/28 
Brazil/U. S. Gulf 2/21 Del Valle Delta N03/10 
2/21 Argentina Mormac NY3/11 
2/26 Canada Lloyd N0O3/12 Ho3/16 
2/28 Colombia Lloyd N03/14 
3/2 Buenos Aires Stockard NY3/17 Bo3/20 Pa3/22 Ba3/24 
General Agents 3/7 Nordanger Wes-Lar LA3/30 SF4/1 Po4/6 Se4/8 Va4/9 
Oivind Lorentzen, Inc. SANTOS 
21 West Street, New York 6, N.Y. 
Whitehall 3-1572 11 Nyland Brodin Bal/24 NY1/26 Bol/29 Pal/31 ; 
12 Mormacpenn Mormac Jx1/26 NY1/30 Bo2/2 Pa2/4 Ba2/6 Nf2/7 
New Orleans—Bieh| & Co., Inc., Sanlin Bldg. 12 America Lloyd = NY1/27 
14 Holberg Nopal N0O2/2 Ho2/6 
Houston—Biehl & Co., Cotton Exchange Bldg. 16 Hardanger Wes-Lar LA2/10 SF2/12 Po2/17 $e2/19 Va2/20 


17 Montevideo Stockard NY2/3 Bo2/6 Pa2/8 Ba2/10 

17 Mormacguif Mormac LA2/15 SF2/18 Va2/21 Se2/23 Po2/25 
18 Alpherat Hol-Int NY2/3 Bo2/5 Pa2/7 Ba2/8 HR2/9 

19 Mormacswan Mormac Ba2/3 Pa2/5 NY2/7 Bo2/10 Ha2/12 
19 Bow Hill 1FC NY2/3 Pa2/6 Ba2/7 Bo2/10 Ha2/12 
25 Guatemala Lloyd N02/10 Ho2/15 

25 Mormacdove Mormac Jx2/11 NY2/15 Ba2/18 Pa2/21 Nf2/22 
26 ~Peter Jebsen Nopal N02/14 Ho2/18 


Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 

Detroit—F. C. MacFarlane, 945 Free Press Bldg. 

Santos/Rio—Agencia de Vapores Grieg S/A 
Paranagua—tTransparana Ltda. 


Buenos Aires—International Freighting Corporation, Inc. 
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27 Panama Ltoyd NY2/12 
28 Brazil Mormac NY2/11 
= - Trader PAB LA3/3 SF3/5 Se3/12 Va3/13 Po3/18 
5  Mormacsea Mormac Ba2/21 Pa2/23 NY2/24 Bo2/27 Ha2/28 
7 ~~ Santos Stockard NY2/24 Bo2/27 Pa3/1 Ba3/3 
7 ~~ Evanger Wes-Lar LA3/4 SF3/6 Po3/11 Se3/13 Va3/14 
9  Mormacteal Mormac NY2/25 Bo2/28 Pa3/1 Ba3/3 Nf3/4 
MOORE-McCORMACK | 3: i" =F ee 
12 Nicaragua Lloyd NY2/27 
r 13. Mormacsurf Mormac Jx3/1 NY3/5 Bo3/8 Pa3/10 Ba3/12 
Mines 25 Canada Lloyd N03/12 Ho3/16 
27 Colombia Lloyd NY3/14 
28 Buenos Aires Stockard NY3/17 Bo3/20 Pa3/22 Ba3/24 
AMERICAN FLAG SHIPS 5 — Nordanger Wes-Lar LA3/30 SF4/1 Pod/6 Se4/8 Vad/9 
f . 2 TAMATAVE 
E Freight & Passenger Service 
BR 1/13 Locksley Robin NY2/15 
@ Bees 2/12 Kettering Robin NY3/17 
REGULAR SAILINGS FROM: 
TANGA 


East Coast United States and Canadian ports to 
1/28 Charlotte Lykes Gulf2/28 
TRINIDAD BARBADOS BRASIL 1/29 Kertosono Nedlloyd NY3/1 LA3/17 SF3/20 P03/24 $e3/28 Va3/30 
@ * 2/12 Afr Planet Farrell NY3/15 
URUGUAY A 2/16 Samarinda Nediloyd NY3/19 LA4/4 SF4/7 Po4/11 Se4/15 Va4/17 
a RGENTINA 3/12 Lombok Nediloyd NY4/12 LA4/28 SF5/1 Po5/5 Se5/9 Va5/11 


United States West Coast ports to VICTORIA 


CANAL ZONE & COLOMBIA 1/19 Del Santos Delta N02/3 
1/27 Guatemala Lloyd N0O2/10 Ho02/15 
1/31 Del Campo Delta N02/15 
VENEZUELA e TRINIDAD @ BRASIL | 32 ccm oe Nee 
URUGUAY ARGENTINA 2/23 Del Monte Delta NO03/10 
@ 2/27 Canada Lloyd N0O3/12 Ho03/16 
3/9 Del Aires Delta N03/24 


United States East Coast ports to 


NORWAY e DENMARK e SWEDEN TEA BERTHS 
POLAND e FINLAND CALCUTTA 











1/15 Express Am-Exp Bo2/17 NY2/19 
5 BROADWAY NEW YORK 4, N. Y. 1/21 Excelsior Am-Exp Bo3/2 NY3/4 
Offices in Principal Cities of the World 2/8 Steel Maker =— Isthmian N03/21 
2/10 Exemplar Am-Exp Bo3/20 NY3/21 
COFFEE & TEA INDUSTRIES and The Flavor Ftet 


38 C 








SAILS SHIP 
COCHIN 
Excelsior Am-Exp Bo3/2 NY3/4 


. 
ship that 
Exemplar Am-Exp Bo3/20 NY3/2]1 ee ” > 
Javanese Prince Had/11 B04/14 NY4/15 Pad/20 Bad/22 Nf4/24 extra cup o 
Malayan Prince Ha5/12 Bo5/15 NY5/16 Pa5/21 Ba5/2:; : 
Cingalese Prince Ha7/1l1 Bo7/14 NY7/15 Pa7/20 Ba7/2:z 


,OMBO 

Malanchz Cunard Bo2/17 NY2/19 Wi2/25 Pa2/25 
Malakar Cunard Sa2/16 NO2/21 Ho2/24 Ga2/26 
Coeur D'Alene Isthmian NO2/18 

Expre Am-Exp Bo2/17 NY2/19 

L Maersk NY2/21 Ha3/6 

Silverbean JavPac LA3/6 SF3/11 Po3/16 Se3/19 Va3 
Excelsior Am-Exp Bo3/2 NY3/4 

Trein Maersk NY3/12 Ha3/24 

Steel Maker Isthmian 

Exemplar Am- Exp 

Corneliu Maersk 

Leise Maersk 

Javane e Prir e 

Anna Maersk 

Huldz Maersk NY510 MIE 

Malaya Prince Ha5/12 B 


AS NYS 
a ne RGAE See ee iis Expert Handling of COFFEES 


—" WAR D Bu 
1/18 Trein Maersk NY3/12 Ha3/24 


1/20 Steel King Isthmian Bo3/19 NY3/20 gh COMPLE rg r¢ 4 RC& 4 J 4 é 
2/' 304/7 NY4/8 % % mA 4 


Steel Navigator Isthmian * 


Leise eee NaS Ee a8 i y ya regularly scheduled sailings 


Steel Eexcutive Isthmian 5/2 NY5/3 


Hulda Maersk NY5/10 MI5/24 ““Cuna ano ® MEXICO and CUBA 
D 
7 ONG KONG Wherd. Sa UCLA CORPORATION General Agents 


12 Phil Trar PacTra SF1/30 LA2/2 : 
Mar Pioneer NY2/9 PIER 34 NORTH RIVER New York 13, N.Y. © WAtkins 4-4000 
Japan Bear PacFar SF2/2 LA2/7 
Marit Maersk LA2/10 NY2/26 


Tudor Barb-Wn SF2/11 LA2/13 NY2/28 ye ‘ 
Japan Trar PacTrans SF2/10 LA2/13 Vi Vie 
Golden Bear  PacFar SF2/17_ LA2/22 / ep 


Sally Maersk SF2/25 NY3/13 

Ferndale Barb-Wn SF2/27 LA3/1 NY3/16 : . 

Korean Be PacFar SF3/4 LA3/9 T10W s lHles 
Jeppeser Maersk LA3/11 NY3/27 

Toreador Barb-Wn SF3/12 LA3/14 NY3/29 


siden Marit PacF SF3/19 LA3/24 
a mak -aiae ee MANILA DIRECT 
Ww Barh-Wn SF3/27 LA3/29 NY4/13 


Maersk — LA4/11 NY4/26 MANILA - ILOILO - HONG KONG 
ee ae CEBU - TAKAO - KEELUNG - JAPAN 














Talleyrand ——Barb-Wn SF1/27 LA1/29 NY2/13 STOCKARD STEAMSHIP CORPORATION 


Mart Pioneer = =NYZ/9 AGENTS GENERAL AGENTS 
Phil Trar PacTrans SF1/30 LA2/2 


Marit Maersk LA2/10 NY2/26 17 BATTERY PLACE, NEW YORK 4, N.Y. Whitehall 3-2340 
Tudor Barb-Wn SF2/11 LA2/13 NY2/28 
Japan Trans PacTrans SF2/10 LA2/13 


Sally Maersk SF2/25 NY3/13 
Ferndale Barb-Wn SF2/27 LA3/1 NY3/16 Cc O rr - a a 
Jeppesen Maersk LA3/11 NY3/27 
Toreador Barb-Wn SF3/12 LA3/14 NY3/29 


Susar Maersk SF3/25 NY4/10 Where you want... when you wantit... 


Taiwan Barb-Wn SF3/27 LA3/29 NY4/13 i 
Maren Maersk LA4/11 NY4/26 % Your coffee arrives in perfect condition via Argentine 
Rita Maersk SF4/25 NY5/11 State Line just 13 days from Santos, 12 from Rio to our 


modern terminal, Pier 25, North River, New York 














WWW NNND HHH eee 
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SHIMIZU % Fast modern freighters plus 3 new passenger liners serve 
the East Coast of South America . . immaculate holds, 
Johannes Maersk SF1/25 NY2/10 
Talleyrand Barb-Wn SF1/27 LA1/29 NY2/13 
Marit Maersk LA2/10 NY2/26 flavor contamination 

Tudor Barb-Wn SF2/11 LA2/13 NY2/28 

Japan Trans PacTrans.SF2/10 LA2/13 ARGENTINE STATE LINE 
Sally Maersk SF2/25 NY3/13 ang ; 
Ferndale Barb-Wn SF2/27 LA3/1 NY3/6 Boyd, Weir and Sewell Inc., General Agents 
Jeppesen Maersk LA3/11 NY3/27 24 State St., New York 4, BO 9-5660 


Toreador Barb-Wn SF3/12 LA3/14 NY3/29 


skilled handling by experienced crews eliminate damage or 
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SHIP LINE DUE 


Maersk SF3/25 NY4/10 
Taiwan Maersk SF3/27 LA3/29 NY4/13 
Marer Maersk LA4/11 NY4/26 
Rita Maersk SF4/25 NY5/11 


Susan 


YOKOHAMA 


Johannes Maersk SF1/25 NY2/10 
Barbg-Wn SF1/27 LA1/29 NY2/13 
PacTrans SF1/30 LA2/2 

Barb-Wn SF2/11 LA2/13 NY2/28 
PacTrans SF2/1 LA2/13 

Maersk LA2/10 NY2/26 
Barb-Wn SF2/27 LA3/1 

MareFS  ks2/25 NY3/13 

Maersk LA3/11 NY3/27 
Barb-Wn SF3/12 LA3/14 

Maersk SF3/25 NY4/10 

Taiwan Barb-Wn SF3/27 LA3/29 

Maren Maersk LA4/11 SF4/26 

Rita Maersk SF4/25 NY5/11 


with transshipment at Cristobal 


Talleyrand 
Phil Trans 
Tudor 
Japan Trans 
Marit 
Ferndale 
Sally 
Jeppesen 
Toreador 


Susan 
C.Z 


cepts freight for New York 


building coffee consumption 


(¢ (ed 7 ) [ ) 





Thanksgiving” in the 


it} 
n 


An article Share 
November 
a circulation of over 4,300,000, concluded with a separate 
suggesting a coffee 
which included recipes for Coffee Royale, Viennese Cot 
fee, Itali 


entitled W « 
issue of the Woman Home Companion, Ww 


section finale to Thanksgiving dinner 
an Cottee, etc 


In all these instances our Consumer Service Depart 
ment either suggested the article or worked closely in 
its preparation with the food editors and supplied back- 
ground material on coffee, as well as the recipes 

Also at the seminars last 
new booklet, 
thought you'd like to know that 


booklet 


winter, we announced our 
With Coffee.” We 


85,000 copies of this 


cofttee recipe Fun 


have distributed up 
the United States and Canada. 


think 


coffee’s universal appeal 


been to the present time 
But even more 


interesting—and we this is an impressive com 


mentary on we have received 
requests, and granted them, for rights to translate “Fun 
With Coffee Swedish, Danish and, 
believe-it-or-not, 


In its work with schools. our Consumer Services De 


into French, German, 
Japanese 

partment again is doing a steadily effective job. As you 
know, our basic piece of educational material is the book 


OFFEE SERVED ... as fine coffe 
shipments should be served! 


(nnn. — 


K REGULAR FAST SERVICE FROM SB 
EL SALVADOR AND NICARAGUA TO 
* U.S. GULF AND ATLANTIC PORTS * 


BIEHL & CO., AGENTS ALL GULF PORTS 


UNITED STATES NAVIGATION 


Co., INC., AGENT 


17 Battery Place, N. Y. 4 BOwling Green 9-6000 


COFFEE & TEA 


let, “Coffee, the Story of a Good Neighbor Product.” 
But what you may not know is the fact that we supply 
this booklet to schools only on direct request from prin 
cipals and teachers. We believe this policy assures a more 
thorough use of the booklet than it would receive if it 
was sent out simply on an unsolicited basis; and it makes 
all the more impressive the fact that requests now comé¢ 
in at the rate of 1,000,000 copies per year. In the last 
two years requests for the booklet have come from 4,328 
schools in all parts of the United States. 

We believe our slide film, too, is making a 
contribution in familiarizing school children with coffee. 


valuable 


Although it is impossible to say with what frequency the 
slide film is shown in schools, we have distributed 11,500 
prints of it to schools which have projection equipment 


and include audio-visual material in their curricula 


fun at Boca 


(¢ Ntinhked tron. 





David S. Sweet, of Boyd, Weir & Sewell, Inc and 


Thomas J. Battaglia, of the Stockard Steamship Corp., had 
their names picked for softball prizes, the first for the 
roasters’ team, the second for the greens. 

onsisting of Henry S Weeks, 


In tennis, a doubles team j 
da Costa. ot 


of the Grace Line, Inc... and Leonidas ¢ 


Lloyd Brasileiro, came through 8-6, 6-4, in hard-fought 
matches to win first prize 
Second prize in tennis doubles went to R. L. Perin, of 


the Continental Can Co., and C. P. S. Allen, of the 
British Embassy 

One of coffee’s veteran tennis players, Albert Hane 
was in charge 


mann, of Hanemann & Cummings, Inc., 


of this activity. 
The prizes which conventioneers thought were selec- 
ted with a rare feel for the useful and the tasteful 


Hanson, 


were 
aranged by a committee headed by Harold T. 
Home Foods, Inx assisted by Robert B. 
Sasseen, of the Dannemiller Coffee Co., 
Sullivan, of F. W. Ehrhard & Co. 


of American 
and James F. 


Holiday Coffee names ad agency 

The Holiday Coffee Corp., Walpole, Mass., 
Charles F 
agenc y. 


has named 


Hutchinson, Inc., Boston, as its advertising 





COFFEE 


Roasting | 
Grinding 
Packing 


for the trade 


We do not buy or sell coffee --- 
Our only product is Service. 


S & S COFFEE ROASTERS, INC. 
56 Pearl St. Brooklyn 1, N. Y. 


MI 


INDUSTRIES 





coffee trends 


in the U. K. 





By K. E. WEBSTER, Acting Secretary 
Coffee Buyers Association, Ltd. 
London 


A review of the coffee trade in the United Kingdom dur 
ing the first eight months of 1956 reveals a pattern of quiet 
but steady progress, marked by a stimulating increase in con- 
sumption and an obvious effort on the part of merchants 
to maintain price stability without sacrificing quality 

Imports of raw coffee from all sources during this period 
have shown an increase of 309% over the first eight months 
of 1955, from 465,000 cwts. to 605,000 cwts. Coffees from 
Kenya, Uganda, Tanganyika and Sierra Leone continue to 
hold pride of place in the average English blend, although 
full use has also been made of licensing facilities for the 
import of Brazils, which also show a marked increase com- 
pared with last year. 

Good Arabica coffees have remained consistently high in 
price, but blenders have been aided in their efforts to avoid 
a general increase in retail prices by a more reasonable 
Robusta position and by drawing upon existing stocks. The 
main impact of high prices for superior grades of coffee has 
not, therefore, been fully felt, but if depleted stocks have 
to be replenished at current prices it is unlikely that a gen 


eral increase in retail prices can be averted. 
Soluble Coffee and coffee substitutes 


Coffee and chicory extracts, although still consuming a 
larger proportion of United Kingdom coffee imports than in 
prewar days, have made no visible inroads into the pure 


coffee market during the past year. 
Marketing and distribution methods 


Marketing and distribution methods have changed little 
since prewar years, although the trade in vacuum packed 
pure ground coffee, which was never a very high proportion 
of overall trade, has lost ground to soluble extracts, due to 
high packaging costs. 

The retailer is, however, encouraged by merchants to cater 
for the demand for loose, freshly roasted coffee ground in 
small quantities to the requirements of individual customers. 


These facilities give practical support 


| 
activities of the trade, which constantly 


portance of using fresh coffee 


Considerable activity has also been noticeable in 


field of equipment, as new and improved roasters, grinders, 
| I 


percolators and dispensers are introduced. Today both com- 
mercial and household users have a wide and _ attractive 


choice of coffee processing and brewing equipment 
Coffee Bars 


Apart from the consumption figures, an indication that 
the British public is gradually becoming more coftee minded 
is the phenomenal spread of the coffee bar vogue. Formerly 
most noticeable in London and the South of England, new 
bars are now being opened all over the country. In Lan- 


the North-West 


that by the end of this year 130 new bars will have made 


cashire and alone, it has been estimated 


their appearance. These bars offer to the coffee enthusiast 
a refreshingly different atmosphere from the usual run of 
and decor 


restaurants or snack-bars. In terms of comfort 


they are usually ultra-modern, often with a Continental 
theme. 

Licensees and brewery companies have, in some cases, 
decided to ally themselves to coffee rather than fight it, 
English ‘pubs’ today as an 
rooms 


and coffee is available in many 
drinks, 


specially designed and set aside for the purpose 


Publicity 


alternative to alcoholic often in separate 


This review would not be complete without a tribute to 
the work of the Coffee Publicity Association, Ltd., which 
was formed last year for the purpose of taking over and 
broadening the scope of the publicity activities carried out 
for many years by the Coffee Buyers’ Association. 

The C.P.A. is comprised of growers, importers and dis- 
tributors and has as its objects the promotion of coffee in 
all its commercial and educational Within the 
financial resources available the C.P.A. has been able to 
employ most of the techniques of modern advertising, in- 
cluding something quite new to this country, commercial 
television. 


aspec ts. 


ship your coffee 
via Grancolombiana 


from COLOMBIA + ECUADOR:+ EL SALVADOR 
GUATEMALA +CUBA+MEXICO 
to ALL COASTS 


of the U.S. and Canada 


FLO 


General Agents 
Transportadora Grancolombiana, Ltda. 


New York 
52 Wall Street 


Agents 


Detroit 
1355 Book Building 


Chicago 
208 South La Salle Street 


New Orleans and Houston: Texas Transport & Terminal Co., Inc 


Philadelphia: Lavino Shipping Co 
Los Angeles: Transmarine Navigation Corp. 
San Francisco: 


ANUARY, !§'957 


Montreal: Robert Reford Co., 
Boston: Boston Shipping Corp 
Baltimore: Penn-Maryland S.S. Corp. 


Balfour, Guthrie & Co., Ltd. 





Movement In The U. S. Market 


(Figures in 
Total 


Entries Brazil 


1,000 bags) 
Deliveries—from: 
Others 


Visible Supply—list of Month 


Total Brazil Others Total 


1955 


605 
411 
434 
540 
585 


January 
Februar 


~n( 
io.) 


1,003 
017 
842 


1,476 
1,285 
1,461 
1,190 
1,744 
1,315 


1956 


January . esesuets 738 
February 828 
March ~ ,126 
April 860 
May 622 
June 86 
July 957 


4 
August 
ber 


1,810 
1,883 

1,441 7 
Septem! 1,802 912 
October 1,424 SO4 
November ... 1,338 650 
December (1-28) 1,219 713 


9g 


Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin. 





Teen . rien 


U. S. trails Sweden 


in per capita coffee use 
The United 


other country in t 


coffee than 


drinks 


he world, comes out only second best 


States, which more any 
when it comes to per capita consumption, according to the 
Pan-American Coffee Bureau. 

The American coffee-lover is bested by the hardy native 
of Sweden, who each year drinks the equivalent of 16.1 Ibs. 
of green coffee, while in the United States the annual per 
this despite an average retail price 
for coffee in Sweden 


capita rate is 15.8 lbs 
equivalent of $1.50 a pound 

All of the Scandinavian countries are great coffee drink- 
ers, although the price is high. Heavy import duties in 
these and most European countries account for the high 
retail prices. In some, the tax is more per pound than the 
price of the green coffee. 

Finland, where coffee averages $4 per pound, comes in 
third in the world, with an annual per capita consumption 
of 15.4 Ibs. Denmark is fourth with 14 Ibs. and Nor- 
fifth lbs. of green coffee, with an average 


retail price in both countries of $1.50 a pound 


rate 


way with 13.7 
Belgium 
Luxemburg, where it costs about the same, is the only other 
European country above 10 Ibs. per capita per year 
While per capita consumption is still relatively low in 


some of the major Western European nations, it has been 


increasing recently, and in some is nearing prewar levels, 


905 
977 
226 
716 
694 
837 
S258 
809 
718 
655 
616 


651 





in spite of prices equivalent to $2.50 a pound in Italy and 
France, $2.25 a pound in Germany, and $1.50 a pound in 
England. 

With lower per capita incomes in European countries, 
coffee purchases represent a item for consumers, 
PACB reported. 

As for total coffee used, the United States is way ahead, 
consuming well over half of the world’s green coffee im 
ports, or enough to make more than 120 billion cups a year, 


PAC B said, 


major 


Donovan Coffee in new Birmingham plant; 


offers gift to visitors to premium room 


The Donovan Coffee Co., Birmingham, Ala., has moved 
to its modern new plant at 1701 Vanderbilt Road. 

The company took large space newspaper advertising to 
mark the move, which it said was necessary “to satisfy ever 
increasing demand for Red Diamond Coffee and Tea.” 

The ad said the new factory was the “newest and finest 
coffee and tea plant in the United States” and was “equipped 
with the most modern, scientific machinery, geared to pro 
duce 30,000,000 Ibs. a year.” 

The ad also announced the opening of the Red Diamond 
premium gift center. A certificate in the ad offered a “free 
opening gift’ of 50 coupons to anyone presenting the cer- 
tificate in person at the new premium room. 





Serving The Coffee, Tea & Spice Trade For Many Years 


Brookhattan Trucking Co., Inc. 


57 FRONT ST. NEW YORK 4, N. Y. 
BOwling Green 9-0780 


Import, Export and Bonded Trucking 


Riverfront Warehouses 


Bowne Morton’s Stores, Inc. 


611 SMITH ST. BROOKLYN, N. Y. 


MAin 5-4680 
N. Y. Phone: BOwling Green 9-0780 
Free And Bonded Warehouses 
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Thank you 


We'd like to say thank you to our many friends in this 


country, and elsewhere around the globe, for their holiday 


remembrances. 

Your cards, wires and personal notes helped to make 
our holiday season brighter, more heart-warming. 

We appreciate your good wishes. And we'd like to ex- 
tend to each of you our deep-felt hope that the year into 
which we have now entered will be rich in prosperity and 


well-being 


Now is the time 


A coffee convention is a concentrated thing. 
A lot is packed into relatively few days—platform reports, 
meeting people, fun 
The National Coffee 
tion at Boca Raton, Florida, was no exception. In 


Association's 46th annual conven- 


fact, 


with the streamlined format, even more information 


than usual was opened to the industry at the business 


new, 


Sessions. 


In the hectic pace of the convention itself, the full 
weight of the facts and ideas presented may not always be 
readily apparent 

That's why we suggest to coffee people who were at the 


that they go through the reports elsewhere in 


fo) 


convention 
this issue—for the material on the business sessions as well 
as the pictures and articles on the sports and recreation 
activities. 

Especially to people who were not at the convention, the 
material on what took place is “must” reading. 

Confirmation was offered on the practicality of the ob- 
jective of “just one more’’. 

This is the objective of getting each person in the United 
States 15 years old or over to drink just one more cup of 
coffee each day. 

Achieving it would add 8,000,000 more bags of green 
coffee to the volume imported, processed and sold by the 
U. S. trade 

The convention pointed out how that expansion could 
be achieved—through continued and growing iced coffee 
campaigns, through positive programs in the youth market, 
through extension of the coffee break custom, through ex- 
ploring new ways to serve coffee, and above all through 
progress toward a better brew in the cup. 

Moreover, the convention presented some of the weapons 


which could be used in this drive-—NCA’s effective cartoon 
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booklet, "The Magic Bean’: the association's first color and 
‘The Magic Cup 


other weapons which are perhaps less obvious 


sound movie for the consumer, and 


For example, every roaster can reap solid and practical 
benefits from the programs available to him from the ¢ ottee 
Brewing Institute—the quantity brewing demonstration for 
réstaurant and institutional customers, the Brewing School 
for roasters and roaster salesmen, the ‘‘Coffeetime’’ do-it 
yourself program, et 

Basic to the consumption outlook are the fundamental 
roasters can tie in to their own ad- 


campaigns—on which 


vantage—conducted by the Pan-American Coffee Bureau. A 
prime example of this is the upcoming iced coffee campaign, 
which is designed to pick up where the 1956 iced coffee 
drive left off, and to continue widening this coffee market 
still more. 

Possibly the most pivotal of the concepts presented to the 
convention was the idea that the key to bold coffee progress 
lies within the industry itself. 

The objective conditions, it was made abundantly clear 
at Boca Raton, favor a growth in coffee consumption 

What is needed is a new industry attitude, a new approach 
to its own problems, one that will unleash our full talent 
and energy and know-how. 

NCA President John F. McKiernan 


aspect of this when he told the convention: “Our industry 


touched on one 


could do with more long-range planning. Planning is a 
means of making things happen that would not otherwise 
and the 


mdustry 


occur. Planning will develop trends 


thould make the trends, not follow them.” 

Is this the time to start a full-powered campaign to sell 
8,000,000 more bags? Mr. McKiernan answered that ques- 
tion in these words: 

“Of all the changes and violent upheavals that have trans- 
formed the United States market, none has been greater than 
that affected 1941 1955, 


Americans increased their expenditures for food from 20 


which has food. Between and 


billion to over 65 billion dollars. The American consumer, 
who is now earning his greatest per capita income, has de- 


cided that food is the most important item in his budget. 


“If the present time, when we in the United States are 
enjoying the greatest economy of our history or any other 
country’s history—when over 30,000,000 American families 
have moved up into new, higher income groups—if now is 
not the proper time to measure our potentialities, to formu- 
late our plans and to cut loose with every marketing 
what time are 


strategem we know to win our goal—then 


we waiting for?’ 
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Carter, Macy Company, Inc. 


37-41 Old Slip, New York 5, N. Y. 
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ewel Tea catches 


before it becomes 


“fill. wandering” 


expensive 





By JOSEPH S. WILLIAMS, Superintendent, and ALAN G. GAGE, 
Production Foreman, Jewel Tea Co., Inc., as reported 


by KARL ROBE, Associate Editor, Food Processing 


) 


000,000 ; 


Problem: The Jewel Tea Co., Inc. (located on beautit 


park-like grounds in Barrington, III.) was ‘constructively 
dissatisfied” with its methods of weight control. Personnel 


their periodic 


quarter-hour checks for net weight, which they recorded on 
a form 


were efficient and cooperative, and made 


However, efficient machine 


quires constant watchful attention, and workers simply did 


maintaining operations re- 
not have the time necessary to translate these raw data into 
any kind of a meaningful pattern. Supervisors checked the 
charts each day—but by that time, the information was only 
of “post-mortem’” interest 

Jewel packages a number of relatively costly materials, 
such as instant coffee, tea, and powdered egg whites for 
cake mix packages. When you consider that any overfill 
error in packaging tea bags is multiplied by a factor of 
2,000,000 in a week's production, even small corrections 
prove And, of had to be 


avoided, even at the expense of regularly overfilling 


valuable. course, underfills 


Solution: A portable instrument which graphs each in 
dividual gross and/or net weight on a chart, then averages 


every four weighings and records that information, is 


takes over all weighing and 


tation jobs on the line—the operator merely puts packages 


] 1 
attached scale at predetermined intervals 


used. The instrument 
on an 

The operator still makes his series of weighings at 
he takes 12 bag 


] 
SCAIC 


In the case of tea bags, 


ntervals 


each filling head, places each in turn on the 


The weight over or under the desired fill weight is recorded 


Production foreman 
Alan Gage shows 
balance arm (ar- 
row) of scale which 
can be set to net 
weight. 
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Operator places tea 
bag on scale pan; 
weight calcuator 
then does the com- 
putation automatic- 
ally. 


with a blue dot, and as the fourth weight in each grou, 


marked, a red dot is recorded. This mark shows the opera 


the average deviation of the 12 bags from a predetermined 


standard. If deviation is more than that established on a 


reference chart used as a standard for this operation, machin 


adjustments are made by operator 


As each weighing is made, counters also record 


mulated daily averages. Three counters at the front of 


record weight values under and over, and the nun 


T he s¢ 


cabinet 


of samples weighed figures establish the ov 


daily average At the side of > cabinet, 15 counter 


a record of each weighing in of seven different 


above and below the desired weight. One counter records 


the number within the established range These counters 


rive a day-to-day running picture of the overall performance 
particular packaging 


for special studies 


department, which can be used 
A weight frequency curve can be 
plotted in a matter of minutes for efficiency study. 

As an incentive for line workers to take samples at regular 
required intervals, a pen records the time elements on the 
chart margin. When charts are examined by quality con- 
trol personnel, they immediately know whether sampling 
was regular and adequate. 

One weight calculator instrument is presently used in two 
locations, on a total of four products. These are six and 
three ounce jars of soluble coffee; tea bags; powdered egg 
white packets for cake mix; and a cocoa mix for a prepared 
marble cake. Two Exact Weight Shadowgraph scales are 
utilized, and these remain in the room in which they are 

(Continued page 52) 
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selling brand tea via radio 





By EDWARD C. PARKER, President 


Parker to the 
Advertising Clinic, conducted by the Radio Advertising 
Bureau Mr. Parker wa elected president of the 
Tea Ass f the U.S.A 


is from a report by Mr. Radio 


, 
§ recently 


Let me emphasize the difficulty of our problem, so that 
you can be assured that we do not have advantages that 
your company does not have: 

First: We sell only one product; most of our competitors 
have other products to share the cost of selling and adver- 
tising 

Second: We are, if anything, undercapitalized; our three 
principal competitors are divisions of larger corporations. 

Third: We are sectional in distribution, selling only east 
of the Mississippi; two of our three principal competitors 
are national 

Fourth 
forms (package tea and teabags) and for two different con 
sumer purposes (hot tea and iced tea). We could elabor 
ate for hours on the difficulty this creates. 

Now if you are satisfied that your problem is no harder 
than ours, let me state the emphatic fact that local radio 


Our one product has to be sold in two different 


spots have helped us to be successful against network tele 
vision, national outdoor showings, national magazines and 
Sunday supplements used by our competitors, all of which 
we cannot use 

We will be precise about our success, so that you will be 
impressed with the importance of our statements 

In the last two years, Tetley has come from being the 
fourth largest tea brand to the second largest, and for the 
last seven consecutive sales reporting periods (a 14 month 
period) we have shown the largest bi-monthly increase of 
all the reported brands 

We have been using radio for some time now, but never 
as effectively as during this year, nor with as much con- 
viction that it is right for us. This confidence has come 
from the studies of our marketing problem made by our 
newly-appointed advertising agents 

The Tetley Tea Co. is using radio almost exclusively dur 
ing our 1956-1857 advertising year 

[n preparing for our campaign this year, we did not start 
out with a preconceived notion that radio was the correct 
medium to use. In the spring of this year, we engaged 
Ogilvy, Benson and Mather, the best in the business, as our 
With a new agency, a new approach to 
Now this was the itme to re 


advertising agency 
our advertising was natural 


view completely “what we wanted to say about Tetley Tea 


and ‘who we wanted to say it to 


reviewed the tea in 


Together with our new agency, we 


dustry and Tetley’s place in the industry before we made 
a final media selection. Our research told us that tea has 
individual ch .racteristics—characteristics 


r media decision. These characteristics 


which must 


many 


have 


AC 


Tetley Tee Co., Inc. 


were well known to us in the industry, but we actually put 
them down point by point as important guides for media 
selection. The most important facts are as follows: 

First: When you think of tea, you must actually think 
of several products, not just one. Whereas just a tew short 
years ago packaged loose tea was the only tea sold, today 
more than half the poundage is sold in the form of tea bags, 
which are rapidly increasing in importance. The two are 
almost different enough to be considered entirely different 
There are still many older dyed-in-the-wool tea 


yroducts 
I 
Your 


drinkers who would never consider using a tea bag. 
appeal to them must be entirely different from the appeal 
to the tea bag users. One step further, productwise, and we 
find that tea is actually used in two entirely different ways 
hot tea and iced tea. The manner in which it is used and 
the people who use it in each way can be entirely different. 
The South uses 75% package tea, the North 759% teabag, 
with all amounts of variance in between. 

Second: Although a nation which started as heavy tea 
drinkers, we have changed our ways. From the days of 
the famous Boston Tea Party, when tea was important 
enough to figure decisively in pre-revolutionary events, we 
are at a point today when hot tea has the lowest frequency 
of consumption of the three principal beverages—coffee, 
Eighty-five per cent of us drink coffee, 77% 
Of course, many 


milk and tea. 
drink milk, but only 60% drink hot tea. 
people who never drink hot tea drink iced tea quite often 
during the summer months. 

Third: Within the 60% of the American public who do 
drink hot tea, we find that from 18 years on up there is a 
steady increase in usage as the person advances in age. One 
of our main problems is to get people to drink tea at an 


earlier age 





Starting them early on tea. This "children's tea party", exhibited by 
the Tea Council at the last Newspaper Food Editor's Conference, 
uses table, chairs, tea set and eating utensils designed for youngsters 
by members of the American Toy Association. Children can ask 
their favorite dolls to attend. Sandwiches have been cut to resemble 
little animals. 








Many leaders of finance, industry and government attended a recep- 
tion to §. W. R. D. Bandaranaike, Prime Minister of Ceylon, tendered 
by Robert Smallwood, chairman of the board of Thomas J. Lipton, 
Inc., and chairman of the Tea Council of the U. S. A. The Prime 
Minister was on his first visit to the U. S., to attend sessions of the 
United Nations General Assembly. Drinking Ceylon tea at the re- 


ception are (from left) Mr. Smallwood; the Prime Minister; Philip 
Crowe, U. S. Ambassador to Ceylon; Edward C. Parker, president of 
the Tetley Tea Co., Inc., and of the Tea Association of the U. S. A.; 
Henry P. Thomson, Henry P. Thomson, Inc.; H. C. Lear, Thomas J. 
Lipton, Inc.; C. William Felton, Henry P. Thomson, Inc., P. C. Irwin 
Jr., Irwin-Harrisons-Whitney, Inc. 





Fourth: Tea drinking by economic level and city size varies 
slightly, but not enough that we can ignore any one group 
“D’—drink 
hot tea every day, and 24% of the top—or “A’’—group; 
while 18% of the 2,500 population cities drink tea every 
day, and 28% of the cities over 1,000,000. 

Fifth: We do find a heavy variance in tea drinking by 
Hot tea is most frequently found as a 


Sixteen per cent of the lowest economic group 


section of country. 
daily beverage in New England and the Middle Atlantic 
areas. Forty per cent of the New Englanders and 27% of 
the Middle Atlantic people drink hot tea every day, but 
only about 10% of those in the South. Quite naturally 
this almost reverses itself with iced tea, with 75% to 85% 
of the Southerners drinking iced tea 

Sixth and last: daily tea drinkers are more prevalent among 
women than among men. There are almost fwice as many 
daily tea drinkers among women as among men. 

A summary of these six facts indicated to us that what 
ever medium we chose would have to reach all economic 
groups and all adults with almost equal impact. It would 
have to have a flexibility that would permit us to “heavy 
up” in certain sections of the country, such as New England, 
during the hot tea season, but conversely, to “heavy up’ in 
other sections of the country—namely, the South—during 
the iced tea season; but at no time during the “heavying up’ 
period could the tea industry completely neglect the rest 
of the country. 

With these 
agency next looked at the Tetley Tea Co. itself. 


we and the 
We recog- 


nized that every one of the characteristics described above 


characteristics well in mind, 


for the tea industry applied directly to Tetley. Every one 
of these characteristics would help dictate for Tetley a 
media selection. However, these characteristics had to be 
tempered by two facts which apply to Tetley alone: 

First: Tetley is a regional brand. Although we are the 
second largest company in the industry, our actual selling 
area encompasses only those states roughly east of the 


Mississippi, that is, from Maine to Florida, west to Louisiana 
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and north to Michigan. Within this framework the tea 
drinkers are the same as those outlined previously. 

The second fact important to Tetley is that, like any other 
company, we have areas in which we are much stronger than 
Within our marketing area, we do not do a general 


In some sections we are easily a strong 


others. 
overall business. 
first; in other sections we have a hard selling job to do to 
reach this same position 

With our agency, we set up a standard of values by which 
to judge media. We decided that the medium selected must 
meet four basic requirements. Any media, to do a good, 
thorough selling job for Tetley, had to provide: 

Deep Penetration and Impact: By this we mean that tea 

Tetley Tea—can be bought by people in every house on 
It is enjoyed by men, women, younger folks and 
older folks, as we pointed out earlier. We wouldn't use 
a medium, therefore, that hits one in 50 people. We must 
have deep penetration, we must hit everyone, and with im 
pact. We must make everyone Tetley Tea conscious. 

Frequency of Impression: Again considering the charac- 
teristics of the industry and of Tetley, we know that tea 1s 
a commodity used by many people every day—several times 
a day. We know that many people do not believe that the 
leading brands of tea are drastically different in taste and 
The Tetley advertising message, therefore, must 


the street. 


quality. 
reach women, day after day, several times a day, several 


times a week. When they are about to serve a beverage, 


when they are about to go shopping, they must be told 


about Tetley. 
Tetley Tea is sold in small 
in fact, almost everywhere 


Broad Physical Coverage: 
cities, large cities, rural areas 
east of the Mississippi. Whatever medium we decided upon, 
therefore, had to reach everywhere—that is, it had to have 
the ability to give broad physical coverage 

Flexibility: As we have mentioned, tea usage varies great 
ly by scason—aiced tea, hot tea. Tetley Tea usage varies by 
section of the country. Our medium must allow us to “heavy 
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a sales push to achieve its ob 


Tea needs } 


‘ith the characteristics of the industry in mind, and with 
four basic requirements for Tetley, we then made out 
Naturally, we looked at all media 
We chose radio 
very carefully. No 


media selection 
zazines, television, newspapers, radio 
looked at it 


lium has changed so radically and been studied so spat 


before we did we 


] 


ngly in the last 20 years as radio. In the days of yore 


television—radio was a giant among salesmen Spon- 


ors lined up patiently, waiting for one of the great net 


rks to allow the sponsor to spend his money on one of 
the top shows. The entire country could be found tuning 
in on such shows as Jack Benny, Charlie McCarthy and Bob 
Hope ; 
an public through the medium of radio. 


Radio is different today 


Franklin Roosevelt solidified his hold on the Ameri 


Radio in 


People tuned in to 


Radio today. is different. 


older days was a 


we recognized 
primary medium 
sten to a show and to hear every word that was spoken on 

There was a respectful silence in the living room when 


the radio was on. Commercials could be low-keyed, well 


bred, soft-spoken, subtle, beautifully orchestrated. Today, 


radio is a secondary medium. First, a clock radio wakes a 
and it stays tuned on while the family prepares 


T he 


rood commercial 


ts day radio is on while a man shaves—and a 


must penetrate through the sound of 


running water and into a mind that is not consciously listen- 


The radio is on through breakfast. The radio is on 


Ing 


while a housewife works. The car radio is on when a com 


muter drives to the station or to his job. The portable radio 


is on at beaches and during family picnics. In fact, the 


lio is on most of the day. During World Series it ts on in 


every office 

Bearing in mind every one of these thoughts, radio seemed 
logically for Tetley. Providing radio is used correctly 
correctly as we see it, that is—radio could do an excellent 
job for Tetley. Within the limits of the Tetley budget, radio 
meets the requirements of the industry and of Tetley’s four 
basic needs: 


Deep impact 


Deep Imi pac | 
designed to reach the public, which is constantly listening 


Through the use of spot announcements 


to radio during the day, we can tell the Tetley story to seven 
out of ten households within the course of one week. With- 
in the Tetley marketing area, we can get 38,000,000 1m- 
pressions per week. 

High Frequency: Again, using the Tetley jingle and spot 
announcements, Tetley receives high frequency in a memor- 
ability of the Tetley slogan, “Tetley Tea is Specially Made 
for Tea Bags.” Also, by concentrating on Wednesday, 
Thursday and Friday each week, when 50% or more of all 
greatly this 


grocery shopping is done, we have increased 
frequency. 

Broad Physical Coverage: Radio permits Tetley to cover 
large cities, small cities, rural areas, pulling in country areas 
only lightly covered by other media 

Utmost Flexibility: Radio allows us to vary weight by 
area, by market, by number of impressions, by time of day 
and week every conceivable way we wish 

To summarize, Tetley Tea is using radio during 1956- 
1957 because tea is a product that appeals to adults, 

(Continued on page 52) 





HENRY P. THOMSON, INC. 


TEA IMPORTERS 


89 Broad Street 
Boston, Mass. 


120 Wall Street 
New York 5, N. Y. 


605 Third Street 


San Francisco, Calif. 


Member: Tea Association of the U.S.A. 








Tea Movement into the United States 
(Figures in 1,000 pounds) 


Dec. Year Jan Feb. March April May June July 
Black 1955 1955 1955 1955 1955 1956 1956 1956 1956 1956 1956 1956 
evi 3882 4.819 2.503 2,153 38,56 904 008 5,036 4,954 3,2 3,331 3,530 4, 
India 2,015 3,192 2,217 4,166 3 (iL 3.557 3,269 ‘ 1,989 1.751 1.546 2.988 


Formosa } 893 78 571 3,638 265 189 93 ( 23 } 2 83 4 


Aug. 
1956 


Oct. 
1956 


Sept. 
1956 


Sep. Oct. Nov. 


4 SSO 


391 2° 365 
850 


13° 


Green 
Japan 


Misi 


Oolong 
Formosa 
Canton 
Sentd Cntn 


Mixed 


TOTALS 8,052 11,995 6,910 8,557105,48110,154 


Figures cover teas examined and passed, do not include retections 


Methods of making iced tea 
simplified by Brewing Committee; 
restaurant drive outlined 


Iced tea will move into the coming season with new 


tools for increasing its consumption in the restaurant 
market, 

Methods of brewing iced tea in restaurants have been 
simplified by the Tea Association’s Brewing Committee 
and a new “1-2-3” method of determining quantities has 
been approved by the Restaurant Committee. 

The Brewing Committee, headed by Robert Compton, 
recommended that: 

1. Brewing time for the concentrate method be cut 
minutes, 


from ten minutes to six 


2. Brewing time for the regular method be changed 


to six minutes, instead of ‘‘six to ten’ minutes. 

3. All explanatory notes on brewing should point out 
that different water conditions in various parts of the 
country may require slightly longer or shorter brewing 
times, which can only be determined by local conditions. 

Mr. Compton said that the officially approved amount 
of tea for one gallon of water is two ounces. “This is not 


too much tea,” he added, “just about the same as one 


35-grain tea bag per cup. Therefore, if one quart of 


tea, for example, was required—about six cups—the 


proper amount of tea to use would be one half ounce.” 

The Restaurant Merchandising Committee pointed out 
that the two-ounce formula for iced tea in the restaurant 
and institutional field has achieved great progress in im- 
proving the quality of this beverage. 

Now a way has been developed to create a new interest 
among tea salesmen and to simplify the brewing of iced 
ea in restaurants. 


The new approach, called the ‘1-2-3’ 


method, takes 
the guesswork out of the question of quantity in brewing 


1¢ ed tea, 
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8,104 10,580 11,253 


4 
740 


O4 


12 5 9 26 21 


7,227 


7,605 7,743 9,157 7,700 9,289 


5,372 


Based on reports from U. S. Tea Examiner 


Here’s how it works For one gallon of iced tea 


pour ove quart of boiling water over fwo ounces of tea, 


and add to fhree quarts of cold tap water. The tea 
should, of course, be steeped six minutes. 

For any larger quantities, simply multiply the number 

) 


of gallons desired by the ‘1-2-3 for boiling water, tea 
and cold tap water. 

The new approach will be supported with sales pro 
motion and display materials, including an iced tea dial 
chart, recipe cards, a salesman’s brochure, die-cut back-bar 
pieces, back-bar strips, menu tip-ons and 32-inch iced tea 


glass displays. 


“Operation Teapot” at Olympics 


“Operation Teapot” is the general title given to the 
job carried out by the Tea Bureau of Australia at the 
Olympic Games, reports the Tea and Rubber Mail, 
London. 

The bureau cooperated for months with the Games 
Committee in the training of staff personnel, as well as in 
the actual planning of services. 

In Olympic Village alone there were 20 dining rooms, 
each seating 300 athletes, and with two tea service points 
manned by four girls. 

“Operation Teapot” even extended outside Australia 
The Ceylon Tea Propaganda Board dispatched 30 half- 
chests of a special Olympic Blend. From London, 800 of 
the Tea Center’s well-known red caddies were shipped 
to Melbourne. Gift tea was packed in them and they 
were distributed throughout Olympic Village, accom 
panied by Ceylon caddy spoons and pamphlets in eight 


languages. 


Donald Shalders with Hall & Loudon 


Donald Shalders, formerly with Hayes G. Shimp, Inc., 
New York City, has joined the brokerage firm of Hall 
& Loudon, also in that city. 
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Tea Association names committees 
the coming year have been named by 
the U. S. A. 


and 


Committees for 
the Tea Association of 
The 


as follows 


committees, their chairmen their members are 


Executive Committee: R 
P. C. Irwin, Jr.. Edward (¢ 


J. Vinnicombe, Jr 


Edward Liptrott, chairman, 
Parker, R. B, Smallwood, I 


Merchandising Committee: Harold L. Suttle, chairman 
Grocery—H. W. Chapman, vice chairman, J. R. Bryant, 
Jr., Hugh J. Davern, Harry L. Evans, Richard M. Field, 
James Glenn, J. P. Graham, J. W. Colpitts, Carl Seeman, 
Jr., J. J. Sheckelhoff. Restaurant—P. I. Eisenmenger, 
vice chairman, R. M. Howell, A. Ireland, R. Manley, 
Carl Seeman, Jr., Neil H. Thomas, George N. Witt 

Brewing Committee: Robert Compton, chairman, N. R 
H. Fleming, William H. Hall, C. William Felton, William 
H. MacMelville, Allan McKissock, Jr., Russell W. Morse, 
Thomas J], O'Rourke, Thomas E. Shea. 

Membership Committee: Donald L. Peterson, chair 
man, Laz Aron, John C. Haigh, Philip Hellyer, A. W 
McAdam, Thomas J. O'Rourke, John B. Ruth, Thomas 
E. Shea, Hayes G. Shimp, Jr., E. J. Spillane. 

Tasting Panel: A. W. Dimes, chairman, A. Guarino, 
William A. Congalton, Al Grille, Norman A. Langer, 
H. C, Lear, Stanley Mason, O. Conway, Herbert Wolfertz. 

Marketing Research Committee: Einar S. 
chairman, J. P. Graham, Caleb Whitaker, J 
Donald L. Peterson, John D. Phillips, Keene Roadman 


Anderson, 
Conlon 


Importers Committee: R. D. Thomson, chairman, 


Vere Powers, Henry 


Joseph Diziki, Clement Hakim, E. 
Semke. 

Traffic Committee: Martin Coughlin, chairman, Thomas 
C. Farrell, Linn Pitt. 

Convention: Thomas J. O'Rourke, chairman, 

Trade and Public Relations Committee: Allan McKis 
sock, Jr., chairman, Joseph Diziki, J. W. Colpitts, ¢ 
William Felton, P. C. Irwin, Jr., Max Margolies, Thomas 
|. O'Rourke, John D. Phillips, E. J. Spillane, Bernard 
Sachs, George N. Witt. 

Advisory Committee: J. G. Luttrell, George F. Mitchell, 
Robert Henry P. Thomson, Edward J. 
Vinnicombe, Jr., Winokur 


Smallwood, 
Samuel 


Tea standards renewed 


Eight tea standards have been renewed, the Tea As 
sociation has announced, and are available from the as- 
sociation offices in New York City at 50¢ per standard 

The standards are the following: Black tea—A-1, A-2 
and A-3; Japan Green Gunpowder, B-1; Japan Green Pan 
Fired, B-2; Formosa Oolong, C-1 and C-2; Mixed D-1. 

The association suggests that the fresh standards be 


used for future procurements. 


India increases tea export duty 


The Indian government 
in December at eight annas a pound. 

This was the first change in the duty in 1956. 
fixed at eight annas in December, 1955, changed to six 
annas at the beginning of 1956, and remained at that 


fixed export duty on tea 


It was 


level 





82-1 KITABAN-CHO 
SHIZUOKA, JAPAN 





JAPAN GREEN or 


Japan Tea Exporters Association 


Mountain grown 


for quality 
Carefully selected 


Ask Your Importer for 


BLACK TEA 


Cable Address: 
EXPTEASSN 











Most frequent consumer 
questions on tea — 
and the answers 


The Tea Council of the U. S. A. lists the following ques 
tions most frequently asked by consumers: 

Q. Is it important to brew teabags in a teapot? 

A. A teapot always makes the best tea. 

Q. Does the paper in a teabag interfere with the tea’s 
infusion? 

A. Today's teabag is prepared from paper which does 
not interfere with the extraction of the beneficial proper- 
ties of tea. Some tea packers add “tea fannings’” to pro- 
duce a quicker action and color in the infusion. Contrary 
to popular belief, tea farnings are not a by-product or in 
ferior tea, but tea which has been especially prepared for 
such purposes at an additional cost to the packer. 

Q. Does the tea in teabags vary from loose tea? 

A. Not necessarily. Some tea packers use the same tea 
for both loose and teabag packing. Others make a slightly 
stronger blend for teabags. 

Q. Is there more caffeine in tea or coffee? 

A. There is more caffeine in a pound of tea than in a 
pound of coffee, but there is less caffeine in a cup of tea 
(Tea—3/, grain, coffee—11/4 grains per cup). The reason 
is obvious. One pound of tea provides 200 cups (made 
according to package directions) while a pound of coffee 


makes 40 cups of beverage 


Tea bags or loose tea? 


Q. Can you make as good tea using teabags as with loose 
ten? 

A. Yes 
four rules: 

(1) Always use a teapot. 

(2) Use 1 teabag for each cup of tea desired. 

(3) Use bubbling, boiling water. 

(4) Brew tea 3-5 minutes and remove teabags. 

Q. Where does the tea supply for the U. S. A. come from? 

A. Seven-eighths of the tea imported into the U. S. comes 
from India, Ceylon and Indonesia, 

Q. Ever since I was a child, a cup of tea has always been 
Does tea 


provided you brew tea according to these 


offered as a remedy for small ills. have any 
medicinal value? 

A. Not in the true sense of the word ‘medicine.’ How 
ever, recently scientific research reported in a Symposium on 
Tea held at the New York Academy of Sciences, revealed 
that tea aids digestion, relieves fatigue, picks you up and 
in general, could “make you feel better.” 

©) Why does tea sometimes have a metallic taste? 

(1) Overbrewing 

(2) Local 
Rust 


A. There are several possible reasons: 
(never brew tea more than five minutes) 


(4) 


water conditions. (3) Metallic teapot. inside a 
tea kettle or water pipes. 

Q. Who and what is the U. S. Board of Tea Experts ? 

A. This is a group of men, 5 of whom represent leading 
tea packers in the country. The sixth is the U. S. Tea Ex- 
aminer, who is engaged by the U. S. Department of Agri 
culture, Food and Drug Administration. Once a year this 
groups sets the standards for all tea entering the United 
States. We have the highest 

Q. What is a 


A. Tea companies employ one or more men to taste, test 


standards in the world 


teataster? 


and blend a variety of teas to develop the blend for which 
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uncommon for a 
kinds of tea to 


their particular brand is noted. It 1s not 


blend to contain from 20 to 30 different 


obtain that “special flavor’ or “blend 


Carl Seeman, Jr., heads tea drive 
for Infantile Paralysis fund 


Carl Seeman, Jr. tea buyer for Seeman Bros., has been 
appointed chairman of the tea division in the 1957 Na 
tional Foundation For Infantile Paralysis campaign, it 
was announced by Harris A. Dunn, general chairman of 
the drive and vice chairman of the Board of the Bowery 
Savings Bank, 

In accepting the chairmanship, Mr. Seeman urged gen 
erous support of the current polio appeal which has a 
Greater New York $3,000,000 goal. 

Adequate funds are needed, he pointed out, for vital 
scientific research to consolidate and extend the gains 
made in the conquest of polio; for recovery and rehabili 
tation aid on which depend 80,000 polio patients through- 
out the United States, stricken in past years, and for the 
training of more medical personnel under the National 
Foundation’s professional education program, the largest 


of any voluntary association. 


Dyke named vice chairman of Continental Can; 
Donahue, Weaver head Hazel-Atlas departments 


General Lucius D. Clay, chairman of the board of 
Continental Can Co., has announced that George S. Dyke, 
formerly chairman of the board and president of the Robert 
Gair Co., Inc., which merged with Continental Can, has 
been elected vice chairman of the board of Continental. 

Three new vice presidents of Continental Can were 
also elected at the board of directors meeting: Raymond 
F. DeVoe and Norman F. 
presidents of Gair; and Robert L. 
vice president. 

The Robert Gair Co., a foremost producer of paper- 
board and paper packaging products, was merged into 
Continental after overwhelming votes of approval by all 


Greenway, former senior vice 
Fitts, previously a Gair 


stockholders concerned. It is now operated under the 
Continental name. 

General Clay said that the former activities of Robert 
Gair, together with Continental Can’s paperboard making 
and fiber drum divisions, will be administered under the 
general supervision of Mr. Dyke as vice chairman of the 
board. 

The newly named vice presidents will exercise their re- 
sponsibilities within these general areas. 

Continental Can also announced the appointments of 
James I. Donahue as general sales manager of the newly 
acquired Hazel-Atlas Division, and Karl Weaver as man- 
ager of manufacturing. 

Both men will be located in the division's Wheeling, 
West Virginia headquarters. 


Perlmutter joins Stein Hall 


Alfred Perlmutter has joined the tea department of 
Hall & Co., Inc., New York City. 
He was formerly with the Holland-Colombo Trading 


Stein 


Society, Inc., also in the tea department. 


Tea activities at Stein Hall are headed by Robert 


Weiskopf. 





how Jewel Tea catches "fill wandering" 


(Continued rom page 45) 





One is in the beam arm 


us¢ d 


tea bag room and has a 
graduated in grains in a range to handle the 35-grain weight 
of individual bags. The other handles weights up to six 
ounces 

Taring of the bagged products is accomplished by placing 
an empty ban on the counterbalance pan. For coffee, con 


tents of the jars are poured into stainless steel 


cups which 

have been tared 
Supervisory personnel constructed charts for each product 

under the weight control program. These charts are placed 


near the point where the weighings are made, and each 


gives the plus or minus deviation from the norm which was 
developed through the analysis of graphs from the weight 
calculator. They show the upper and lower control limits 
f each production line 


Result 


can now hold tolerances in our packaging machines which 


Personnel and management at Jewel agree “‘we 
we would have thought impossible before This increased 
accuracy of control has resulted in savings which will easily 
»ay for the installation within a year. In fact, two more 
of the instruments are now on order. 

Ordinarily, introduction of instruments with a ‘‘watch- 
connotation might be expected to create some antag 
This 


was not the case when the weight control program was in 


dog” 
onism or suspicion on the part of operating personnel 
itiated at Jewel. In fact, those operating the machines wel 
come this new tool which will sharpen their operations 


Examination of the net weight charts allows production 


line operators, as well as quality control peopie, to w atch the 
course of their packaging efficiency and make adjustments on 
the line as the packaging operation proceeds. The fact that 
this continuous record is available to the machine operators 
tends to keep them interested in the problem of weight con- 
trol. 

The Datamatic weight calculator is a development of Scale 


Roseland, N. if 


Specialties & Systems, Inc., 


selling brand tea via radio 


(¢ inhed rom page 48) 





whether they be young or old, regardless of where they 


live, and radio reaches all of these groups. Tea is a 


product whose usage varies considerably by season and by 
section of the country, and radio permits concentration 
and flexibility to meet these changes. 

Radio is ideal for Tetley specifically because it meets the 
above requirements and also fits into the peculiarities of 
Tetley’s regional distribution and sales potential and changes 
within its marketing area. 

Most important, of course, you don’t stop betting on a 


horse when he has been winning consistently. 


Famed tea house is off limits 


Okinawa's famed Tea House of the Moon 
went into eclipse recently when it was placed off limits 
to all U. 

Authorities found that the tea 
tablished after a Broadway show of the same name be- 
came a hit, had untaxed liquor on the premises. 


August 


S. military personnel. 


house, which was es- 
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New Wilkins Coffee cans are brightly lithographed. 


Packaging 


FINEST Onange PeReE 
end PEEGE 
macnn 


Wilkins Tea cartons are in shimmering silver foil. 


redesign through testing 





The John H. Wilkins Co., 


marketing high grade coffee 


Washington, D. C., has 


been and tea for many 


years. In conjunction with their advertising agency, M 


Belmont Ver Standig, an examination of all packages was 
recommendation of Mr 
Chicago 


undertaken recently. On the 
Ver Standig. the Color Research 


was testing the etfe 


Institute of 
selected for ctiveness of 
and colors 


John H., Wilkins, 


formation. The 


Jr.. president, wanted objecti 


bags and jars and 


o Color Research Instit 


coffee cans, 


cartons were sent to Chicago 
he idquarte rs 
The 


identincation 


Louis Cheskin, director of 


Institute's tests showed that the packages’ bran 
and colors could be greatly improved. 

the Color Research Institute 
wrote an analysis of the research and made specific re 


also pres nted 


mendations for redesigning H« 


of designers who could do the job of creating eft 
packages with the aid of the research. 


The Wilkins Charles Akers, of 


Chicago, to design new packages for the entire Wilkins 


management chose 


line. 

In accordance with Color 
mendations, Mr. Akers first of all undertook the task ot 
developing a Wilkins brand-identifying image, a symbol 
that would personify the high quality of Wilkins products 

He produced a number of Wilkins image designs 
which were submitted to the Color Research Institute for 


One image design came out with very high 


Wilkins 


Research Institute recom 


testing. 


test ratings. It was a special kind of oval, a 
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oval. It was characterized by a smooth, appealing, at 
getting “W” at the top 


The designer's second task was to develop a new Wil 


tention 
kins logo. The research showed that the old logo was 
heavy and angular and had negative associations. 

Mr. Akers was striving to create an elegant, smooth, 
flowing logo that would reflect the high quality of the 
brand. The designer submitted a number of logo designs 


Color 
through ocular tests. One of the logo designs came 


to the Research Institute, and these were 


with very high ratings 


7 he third step was for the designer to develop 


| 
plete designs for three coffee cans—one for each grit 
for three coffee bags, for instant coffee jars and for tea 


cartons. For this third step in designing the packages the 


Color Research Institute provided the designer with test 


rated colors, colors that rated high in preference 


in retention 


Finally, the completed designs were put through ocular 
Each of the 
in visibility, in brand name readability and in the eye 


This meant that consumers’ involuntary 


measurements. package designs rated high 
movement tests. 
reactions to the packages were g£0¢ d. 

Then the packages were put into the field test for at 
This that 


had favorable associations with the packages. 


consumers 
The pack 
ages successfully expressed the high quality of the brand 

All Color Reearch Institute tests, the ocular measure 
ments and the field tests were conducted on an uncon 
scious level, a technique in which the Institute pioneered 


association-type test. test revealed 
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The tests are designed so that consumers react to the 
package spontaneously, naturally, as they do in the store 

The new carton for tea bags has a convenient reclos- 
ing device. The carton is made of Foiline, aluminum foil 
laminated to boxboard by a special process, and is pro 
duced by the Gair Cartons Division, Piermont, N. Y., of 
the Robert Gair Co., Inc., manufacturer of paperboard and 
paper products. 

The one-piece carton has glued end panels, one ot 
which is uniquely perforated to form a reclosing device 
after the carton is opened. The top flap of this panel 
can be tucked into a die-cut opening in the lower flap 
The customer can use the carton as a receptacle in the 
home and be sure that the product is being kept fresh. 

The shimmering silver foil becomes part of the smart 
The design features 


blue, white and red printed design. 
in its outline, and 


an oval logotype incorporating a “W" 
a tea bag showing the number of bags the carton contains 

The design is printed horizontally on one side and 
vertically on the other to make the carton adaptable to 


variously sized display shelves. Directions for making 
hot and iced tea are printed within the logotype on one 
end panel. 

Wilkins Coffee is now being packed in American Can 
Co. key-open vacuum containers with new, brightly litho- 
graphed color-complementary labels that permit the 
housewife to select her favorite grind at a glance. The 
cans also feature Canco’s new easy-opening beaded tear 
strip 

The “new dress” features identifying colors for the 
three Wilkins grinds: orange for drip grind, blue for 
fine grind, and brown for percolator grind. 

The new Wilkins packages were evolved from a co- 
ordinated plan of operation, They are an excellent ex 
ample of what can be accomplished by a combination of 
research minded progressive management, an alert adver- 
tising agency, progressive packaging manufacturers, a 
practically minded designer and scientifically controlled 


systematic research. 


“Cup of coffee, please!” 








By TRAVIS ELLIOTT 


This article is from Capsule Chats, a weekly management 
letter written by Mr. Travis for restaurant operators and 
published by the Texas Restaurant Association. It reflects 
the efforts being made to upgrade the quality of beverage 
coffee in public feeding establishments across the country 


Indicators and barometers. One of the first things a phy- 
sician normally does is to check the temperature of a 
patient—then the pulse. He does this because temperature 
and pulse may be general indicators of something wrong 

Similarly, management consultants in surveying a busi- 
nes usually take a quick “look-see’’ at employee turnover 
rates, accident frequencies, attendance records, and house- 
keeping, because these factors are usually reliable indicators 
of management's general efficiency or inefficiency—symptoms 
of something wrong 
it has been my observation that the quality of 
a fairly reliable index of 


Likewise 
coftee served in a ; 
the general quality of food and service available in the 
With few exceptions, if the coffee is stale, flat, 


restaurant 1s 


restaurant 
cold, 
satisfactory 
carelesness, indifference, and penny-pinching stinginess, you 
can just about bank on poor food and sloppy service. Not 


weak, etc., the food and service will be equally un 


If the restaurateur regards the coffee with 


ulways true, of course—but generally so 

Alrbi ANd exch se But 
have excuses and alibis: ‘Some like it strong, some weak,’ 
etc. However, restaurateurs have demonstrated con 


clusively that there is such a thing as a cup of consistently 


such careless operators always 
good 


Veneral appedl 


good coffee with 


uh f mt 
CHD OF ¢ ee 


/ Says to the guest, either: 


Your 


“We are 


and satisfaction 


vigilant and determined about your pleasure 
!” or "We just don’t give too big a tinker’s 


dam about you! 
We like very much the slogan printed on little coffee mats 
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or blotters: “Just a Cup of Coffee to You, But a Reputation 


to Us! 

So,the cup of coffee very accurately symbolizes the res- 
taurateur’s attitude toward the guest—toward service-mind- 
edness. And unfortunately, unless the manager himself is 
supersensitive to Customer satisfaction, it is most unlikely 
that his employees will be. 

No Excuse. Serving a cup of bad coffee is inexcusable 
There are hundreds of reliable methods available for good 
coffee. The Coffee Brewing Institute, Inc., 551 Fifth Ave- 
nue, New York City, has recently published a simplified, 
step-by-step procedure for making good coffee. Anybody 
who can read can follow this guide and make good coffee 

Certainly, we are not saying that a cup of good coffee 
will make your business a success. But we are submitting 
that a little study and self analysis of the kind of coffee 
you serve is an excellent point of departure for the restau- 
rant operator to rate himself as to 

(1) Character 

(2) His code of business ethics 

(3) His management philosophy 

(4) His concepts of private enterprise, and 

(5) His attitude toward the American consumer 

The heart of our system of free enterprise is and has al- 
ways been the intrepid determination to create customer 
Profit is the by-product of a satisfying product 
Too often, indeed, we get the ‘‘cart before the 


satisfaction 
and service 
horse.’ 

In every outstandingly good restaurant I have ever ob 
served, I have without exception found a man at the head 
of it with whom customer satisfaction was an obsession 


almost fanaticism, Sure he was making a nice profit, but 


his basic motivation Was service-mindedness 


Yes, it is still true in America and it’s most encouraging 


(Cantinned 2? pdg 56) 


























THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 


trends in U. S. 
revealed by Census of Manufacturers 


flavor industry 





There are 558 flavoring establishments in the United 
States, and in 1954 they shipped products valued at 
$446,056,000, 

This was revealed in preliminary statistics from the 
1954 Census of Manufacturers, conducted by the Bureau 
of the Census. 

As the Census Bureau sees it, the flavoring industry 
represents “manufacturing establishments primarily en- 
gaged in the manufacture of flavoring extracts, syrups, 
and fruit juices, not elsewhere classified, for soda fountain 
use or for the manufacture of soft drinks and colors for 
bakers’ and confectioners’ use.” 

The flavoring products shipped by the industry in 
1954 was 42% higher than the $313,000,000 reported by 
the industry in 1947, when the last Census of Manufac 
turers was taken. 

Employment in the industry reached 10,593 in 1954 
with a payroll of $45,060,000. One hundred and eight 
establishments had 20 or more employees 

The value added to its products by manufacture in 
the industry was $219,445,000, compared with $158,333, 
000 in 1947. 

Material costs totaled $226,611 in 1954. 
new capital expenditures that year reached $6,642,000. 

The leading region in the flavoring field was the Mid- 
dle Atlantic area, which had 159 establishments and shipped 
products valued at $121,825,000. 

New York, the leading state in that region, was also 
tops in the entire country, with 105 establishments and 


The industry's 


shipments valued at $80,117. 

The East North Central Region was second, with 134 
establishments and $87,148,000 in total value of products 
In third place was the South Atlantic area, with 
The Pacific 


area was fourth in value of production, with 65 companies 


shipped. 
50 firms shipping $73,645,000 in products 


and $58,754,000 in products shipped. 

All manufacturers covered in the Census, including 
those classified in other industries, shipped flavorings 
valued at $464,166,000 in 1954, including interplant 
transfers. 

Flavoring extracts, emulsions and other liquid flavors 
accounted for $65,182,000. 

Natural or true flavors in containers of eight ounces 
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or less accounted for $1,522,000 gallons valued at $16, 


106,000; those in containers of more than eight ounces 
for 1,976,000 gallons valued at $15,982,000 

Imitation flavors in eight ounce containers or smaller 
added up to 926,000 gallons with a value of $4,591,000; 
those in larger containers had a value of $21,089,000 
(the quantity was not available). 

Flavoring extracts not specified by kind represented a 
value of $7,114,000; beverage bases, excluding syrups and 
concentrate fruit juices, $38,330,000; flavoring syrups for 
use by soft drink bottlers, $194,177,000. 

Other flavoring agents, except chocolate, accounted for 
shipments valued at $159,518,000, 

Of this total, $67,601,000 was represented by syrups, 
not elsewhere classified, for fountain, ice cream and home 
beverage use; $1,361,000 by caramel syrups; $20,240,000 
by flavoring concentrates, except beverage bases; $11, 
843,000 by flavoring powders; $8,071,000 by flavoring 
pastes; $15,981,000 by fruits crushed or whole, for foun 
tain and ice cream use; $6,285,000 by food colorings; 
$23,957,000 by concentrated fruit juices, not frozen 

Shipments of other flavoring agents, except chocolate, 
not specified by kind, added up to $4,179,000 


Janovsky named chief flavor 
chemist of Fritzsche Bros. 


Fritzsche Brothers, Inc., New York City, has announced 
the appointment of Harold L. Janovsky as chief flavor 
chemist, replacing Dr. Edmund H. Hamann, who retired 
January Ist. 

Mr. Janovsky was director of the flavor division of 
Dodge & Olcott, Inc., for almost a year. 

With a background of 22 years in the chemistry of 
beverage and food flavorings and essential oils, Mr. Jano 
vsky brings to his new position a wealth of technical 
and practical experience. 

He is a member of the American Chemical Society, the 
Institute of Food Technologists, the Flavoring Extract 
Manufacturers’ Association, and the Society of Flavor 
Chemists. 

Before joining Dodge & Olcott, he held technical and 
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Spice-of-the-Month selections 


Sf 


White Pepper 
Nutmeg 


( loves 


January 
February 
March 
Oregano 
Paprika 
Barbecue SPce 
Mixed Pickling Spic 
Minced Onton 
‘tember Black Pepper 
Chili 


Poultry Seasonings 


Pow der 
Nov ¢C mbe r 
Sage, thyme, etc. 


December Cinnamon 








cutive positions with the Virginia Dare Extract Co., 


Seeley & Co., Inc., and Aroscent, Inc. 


Mr. Janovsky has made important contributions to the 
technical literature of the industry and has served in 
many of its scientific activities, including chairmanship of 
both the Scientific Research Committee and, currently, 


the FEMA Food He is 


member of the industry panel, National Food Protection 


Additives Committee also a 


Committee, and of the Vanilla Research Fund 


Dr. Hamann is being retained as a flavor consultant 


Antioxidant properties of spices 

Many spices have antioxidant properties, research has 
revealed 

H. Walter Kuhl, chairman of the American Spice Trade 
Association’s Research Committee, summarizes the latest 
report on this subject as follows, in ASTA’s weekly Spice 
Letter 

Many spices when added to 
ment of rancidity and so help to keep them sound and 
When tested in dif- 


fats retard the develop- 


edible for a longer period of time. 
ferent media, such as lard, pie crust or emulsions, the rela- 
tive order of effectiveness varies. Ground cloves, when 
was found to be most 

Other 


preserve the emulsions at least five times as long as the 


used at the level of one part in 500, 


effective in preserving emulsions. spices which 
unspiced samples, were allspice, cardamom, cassia, ginger, 
nutmeg, oregano, black pepper, white pepper, rosemary, 
sage, savory, thyme and turmeric.” 

A detailed technical article on the antioxidant proper- 
ties of spices appeared in Food Research, Volume 20, No. 


2» Pages 143-448, 


WY 


aCLIN 


PEA 
d Mis S\ S 


A Finer Vanillin 
of Exquisite Aroma 


Leland Symmes mourned by flavor trade 


The flavor industry is mourning the passing of Leland 


P. Symmes, a former president of the Flavoring Extract 


Manufacturers’ Association. 


Mr. Symmes held many offices in the association, in 
luding vice president, treasurer, chairman of the ad 
visory and 


committee, secretary 


chairman of the 
the Baker Extract Co 


firm in 1926 as sales manager, subsequently moving up to 


Mr, Symmes was board and chief 


executive officer of He joined this 


vice president and_ president 


wife, Grace D., a Robert 


W., and three grandchildren 


He is survived by his son. 


Says Kansan started coffee break 


Who did start the coffee break ? 

According to the Lawrence, Kansas, Journal-World, the 
inventor of the coffee break is John G. Stutz, who recent- 
ly retired as Munici- 


director of the Kansas League of 


palities. 

The newspaper says it was Mr. Stutz who “invented the 
custom of pausing mid-forenoons and afternoons for a 
refresher.” 

The idea worked, comments the Topeka Daily Capital, 
‘for all employees stopped a few moments, then ‘hit the 
ball’ quitting 
spread and now is almost 


until luncheon or time. Soon the idea 


universal.”’ 


Plan northward expansion for Luzianne, 
New Orleans coffee and chicory blend 


a New Orleans French blend coffee, sea- 
soned with a sprinkling of chicory. 


Luzianne is 
It now is distributed 
in Los Angeles, throughout the southeastern states, and 
as far north as Chester, Pa. The firm’s projected growth 
calls for expansion northward with Philadelphia and 
neighboring communities as the current sales objective. 

Luzianne is packed by William B. Reily & Co., New 
Orleans. 


“cup of coffee, please!" 


(Continued from page 54) 





indeed—that a genuine and sincere sensitiveness to our cus- 


tomers is a big factor in business success. 


So, says the customer: “When you hand me a cup of 
coffee, you say to me very emphatically either: 

“You are vital to my success,” or “I’m not concerned.”’ 
or ‘I’m indifferent.”’ 
You must be satisfied” or ‘I want only your money!” 
Now let's have a cup of coffee and talk it over. 
“Cup of coffee please!” 


“T respect you,” 


ZIMCO® LIGNIN VANILLIN, U.S.P. 


Weeitne ® 
SUBSIDIARY OF STERLING DORUG INC 
11450 BROADWAY, NEW YORK 18, N. Y. 


2020 Greenwood Ave., Evanston, III. 
FACTORY: ROTHSCHILD, WISCONSIN 


TEA INDUSTRIE 





preserved ginger 





By E. BROWN, Colonial Products Laboratory 


Part 3 — Conclusion 


Europe and elsewhere 


: 
But it 7s an ancient 


Preserved ginger 1s better known m 
im the world than in the United States 
OnE that Was a facto) ANd Still 7S 7 the develop- 
if. . Fbts 
! Plant and Animal Products 


subject has been 


product, 
! ) 
ment and production of the spice [Sel DAS HM 
i 


m Coal 


Published m (10N ON lPDe 


Mary, from material 


ll a void. 


Parse and 


f 
l 


Scallered 


Preserving of other varieties of ginger 
In recent years the possibility of preserving locally grown 
ginger has been investigated in India and in the West Indies 


C. Kumara Da., in 


experimental 


Travancore, carried out a considerable 


developing a method for 


| 
from Cochin 


amount of work in 


producing a palatable preserve ginger.> Com 
pared with Canton ginger, the Indian variety 1s hard, nar 
row and knitted, compact in texture and much more pungent 
It soon became apparent that ordinary commercial supplies 
of Coch'n 


if Was nd ecessary [to 


ger were quite un itable for the purpose, and 


cultivate selected forms of the 
plant in fertile soils of light consistency, in order to obtain 
long, plump and well spread-out rhizomes. In addition, 
it was found that the best results were obtained when the 
rhizomes were harvested when three to four months old, in 
stead of after the normal ten to 12 months 

In spite of this, however, the ginger remained hard in 
texture and very pungent; boiling with water did not soften 
the rhizomes, while boiling in dilute solutions of alkalis led 
to the disintegration of the outer layers, although still leav 
ing a hard core. Finally, it was found that heating in an 
autoclave for 30 minutes at pressures between 25 and 30 
Ibs. per sq. in. above atmospheric yielded a product which 
was well softened throughout, leaving no taste of rawness, 
and without any disintegration; the pungency, also, was 
slightly reduced. 

Syruping was carried out by adding the cooked and 
drained ginger to a boiling syrup consisting of equal parts 
by weight of sugar and water, using 114 lbs. of sugar to 
each pound of raw ginger. Boiling was continued for two 
hours, water being added to replace that lost by evaporation. 
After cooling and standing for three days, the ginger was 
boiled as before for a second period of two hours; it 
then with the 
sterilized and sealed. 


Sterilization and sealing enabled the product to be kept 


Was 


transferred to containers, covered syrup, 


for long periods of time, and subsequent tests showed that 
the penetration of the syrup throughout the rhizome took 
place very slowly—usually three to four months were re- 
quired—while the mellowness (i.e. reduction of pungency) 
continued to improve up to ten months or more. 

Preserved ginger has also been made in Jamaica. Precise 
detail; of the method used are not available, but it is be- 
lieved that it was similar to that used in Hong Kong 

As with Cochin ginger, it was found necessary to use only 


young rhizomes, and the hardness of the Jamaican ginger 


JANUARY 25 


Lon 


were considered to be very good, but too small either 


was also difficult to overcome 
| 


gon 


Samples examined in 


for cutting into cubes, which were then an important line 
Nowadays, 
former im 


in the trade, or for classification as cargo ginger 


however, cube ginger seems to have lost its 


portance. The United States Department of Agriculture, 


at the Federal Experiment Station, Mayaguez, Puerto Rico, 
has investigated a number of problems in the production 


of a suitable ginger for preserving The Chinese variety 


of ginger was used, and the following conclusions wer« 
reached: 


(a) Coarse river sand was preferable to dry sea sand 


rage medium for “seed” ginger; in the former, the 


cidence of storage rot in the ginger was much reduced, 


(b) Increased yields of ginger were obtained when 


plants were manured with compost made from farm 


dues in conjunction with inorganic fertilizers 


(c) The yield of ginger, both fresh and dry, 


when the plant 


was great 


was grown in partial shade 


(d) The yield of ginger harvested seven months after 


planting was double that obtained after four months 


(ec) Pickling of the partially peeled rhizomes in brine 
softened the epidermis and facilitated their subsequent com 
plete peeling; they were also rendered somewhat translucent 
and their pungency was reduced a little. Best 


obtained by using a salt solution of 10% strength for four 


results were 


weeks. 


o 


(f) If the ginger were boiled under pressure after pick 


A. D. Gandhi, one of India's most prominent pepper shippers, in 
the gleaming test kitchen of Bernard L. Lewis, Inc., the American 
Spice Trade Association's public relations counsel, during a recent 
visi: to New York City. Mr. Gandhi was impressed with the extent 
of the spice trade association's public relations activities. Grinding 
the pepper into the pan is Miss Louise Zillito, one of the Lewis 
agency's home economists. 
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ling, the syruped ginger was tender, but dark in color, highly 
boiling in open 
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(zg) Ginger harvested at six months of age viel 
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ASTA’s “Treasury of Spices” 
is virtual encyclopedia; 


includes pictures of 50 spices 


ona % = 1 
Spices 5S a >-page book 





s iVa lable. Moreove I 


mod S 
The [ Sor 5 Ss 
' “ k . ‘ 
h 1OS tul and th 
Published by ASTA, 
r lit nd 
iCtor t Was { 
r ASTA presides 


Balti ore, Moreover, 


The scope of the volum 


It includes history, trade 


S| SC tt arch definitions and standards for spices, 


} 
The book organizes 





The first part covers the history of spices, with special 
sections on the most important of the products, such as 
pepper and mustard 


This part also reviews trade history, summarizing de 


velopments in public relations and arbitration. The evolution 


spices in groceries and in restaurants, and of spice pack 
iging, are also presented. 

The second part centers on the spices themselves what 
they are and where they come from. The _ illustrations here 
ire enough in themselves to make the book worth while. 
Chey show clearly and with scientific accuracy the flowers 


ts, buds, bark, roots, leaves and seeds of different spices 


nd herbs 


Ty 


The book’s third part is devoted to statistics, with tables 


and charts on prices, produ tion, countries of origin of the 


irious spices, import duties, vanilla bean imports, 

Part four, called the Spice Information Manual’, gives 
the ASTA story, with a history of its founding and growth 
the Food and Drug Law in relation to spices, a review of 
spice research, spice terminology, definitions and standards 
pices, a roster of ASTA preside nts and selected quotas 
n spices from literature 
The fifth section is a directory of spice agents and brokers, 


for s 


lealers and importers, grinders and processors, non-resident 
spice merchants and members of associated and allied trades 
Assisting Mr. Jones in preparing the book were Robert 


|. Shearman, Thomas F. Burns, R. F, Mako and Bernard I 
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Bouton heads D&O flavor department 


John Bouton formerly chief flavor chemist for Synfl 


Scientific Laboratories, has been appointed dire 
favor department ol Dodge Olcott. Inc 


A veteran of 22 years in the industry, Mr. Bouton 


+} 


tor of ne 


has also been associated with the S. B. Penick Co. and 


i. member of the Society of Flavor Chemists and_ the 
Institute of Food Technologists 

In his new position, Mr. Bouton will work from the 

iny’s main offices in the Dodge & Olcott Building 


180 Varick Street, New York City, where the firm's 


favor laboratories are located 








VANILLA BEANS 


Our 100th Anniversary 





THURSTON & BRAIDICH 


286 Spring St. New York, N. Y. 




















Established 1885 


B. C. IRELAND, INC. 


AGENTS AND BROKERS IN 
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SEEDS 





SPICES 


225 Front Street San Francisco, Calif. 
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2 J us coffee me 
7 e t the S. F. Pellas C 
= = ampltings @ & Fred Schreuder is on 
New Yi to take up his new positio1 
head of the coffee department 


LH myuqunitt MM the Scarburgh Co.. Inc f that 





‘ 
had been with the Internatio-R 
| 


By MARK M. HALL in turn will have to relate itself to the terdam, Inc. for several ars, ane 

differentials between the B’s and M’s his quiet way had won an enviable posi 

® @ Business is quiet. Roasters at @ ® Gene Heathcote, president of the tion for his business and perso 
It is an understatement 


W 


not buying green coffee becaus« h Pacific Coast Coffee \ssociation, re qualities 


stores are not buving. It is hard to viewed the NCA convention at a say that he will be missed, and 
tell whether this is an indication of re luncheon held last month at the Fair hoped that his thoughts wall dirt 
duced consumer usage or the results mont Hotel. A _ representative group at times to the corner of Front 
f heavy stocks bought ahead by f coffee men were there. Next on Calitornia Streets, where 


grocers. They would have a tendency his itinerary will be Los Angeles and green boys run each other 
end Seattle. ing the busy time of t 
88 Fred Vi Schaven, former 


1 


to work these stocks down at the 
f the year Being a Californian, Gene had_ to 
f the fact that Florida man, seems to haunt 

California and Front Streets 
suspected that mingled with tl 


One thing seems to be certain: the take note of 
hag coffee and restaurant coffee busi weather was unusual 
ness 1s good, and the former may he The convention-in-brief brought out 
at the expense of the vacuum pack that 15-year-old youngsters and older there are many a_ shadow 
Roasters are sure to put off buying could be induced to drink another cup men retired 
is long as possible when there is a of coffee—result 8,000,000 more cups; as it may, Fred is interested 
coffee men with a weakness for Cadil 


to another realm 


Weakness in prices; always in antici that we must maintain good relations 
pation that they may go lower. How with producer countries and further lacs or, as second choice, Oldsmobiles 
ever, there has been some. activity develop contact; that we must oppose Therefore, if you are not looking t 
that government a roast, buy vour ‘57 from him. He 


among the smaller roasters because of controls or cartels; 
the bag business had been induced to give up roasting; 
\s one importer put it, “A whale that advertising and publicity making business and you will want your re¢ 

ord clean 

pected around the end of the year.” ble for price of green coffee is valu- @eMrs. Vera Merril, presiden I 
Green coffee harvesting in that country able; that the “Stay Alert—Stay Alive” Jones Thierbach visited the Hawaiian 
Islands recently, in company with Mrs 
Mary Jane Robb, and while there in 
the Captain Cook properties 


may some day be back in the coffee 


of a lot of Colombian Coffee is ex known that roasters are not responsi 


started early, then slowed down, but campaign is the holiday drive; that 
Is expected to come in with a rush in demonstrations of the proper and im 
January. The option market weakness proper ways to brew coffee are ef- spected 
in nearby Colombians reflected the fective. He also said concern was on the Island of Hawaii 
dearth of good grades, with only Mex- shown over the growth in manufac @ @ After the closing of the NCA con 
ean and Salvadors available for op turing of solubles in producer countries. vention at Boca 
tion deliveries elected to the board of directors, Ed 
F.O.B Mexicans, Salvadors and : ward Brantsen made a trip to New 
line, P.A.B has been sold to Moore ; ° 
(;suatemalans were quoted here at 63¢, : ’ York and from there went by plane 
: ; McCormack Lines It included the : 1 
due to heavy shipments, as mentioned to visit the 
After the peak of this movement is Pathf z \merica. 
over, a strengthening of the market athfinder, @ ® Miller Riddle, of Lipton’s, is back 
ie anticipated. With the 1666. Dlecem The Seafarer, just acquired by Mc 
ber option market at 67.60 for M’s, 
and 66.45 March, 66.18 May, and 66.00 
July, there is evidence in these narrow 


Raton, where he 


8 8 Pope and Talbot's subsidiary 


: x xa - coffee countries of Central 
ships Seafarer, Trader, Forester and 


: es : on the job with a restricted schedul 
Cormack, hit a reef off the coast of : 
Chile at Los Vilos. Salvage opera- 
tions are underway, but it will mean 


He is making satisfactory progress 

® @ R. Bishop, head of the coffee de 

¢ | partment of the Francis Peck Co., of 
. wee . some delay before they are completed 

spreads of strength following the peak pat Se p Diakarta 

, The ship had 33,000 bags of coffee in J 


f the crop movement. This position a eri 
of milds may, however, have to con aS Bat a home visit, to meet his old friend 
tend with the trend away from the use ® @ Jack Anthor, « Daglho & Co., Ed Spillane 

of milds, due to high prices, but that San Salvador, was in this city visiting (Continued on page 


| | FITZPATRICK & HOFFMAN, INC. 
E. A. JOHNSON & CO. GREEN COFFEE 


210 California Street 
COFFEE IMPORTERS AND AGENTS San Francisco 


BRAZILS * COLOMBIANS + CENTRAL AMERICANS GEO. W. REED & Ee. INC. 


166 California Street 
; : GREEN COFFEE 
San Francisco 1, Calif. 210 California St., San Francisco |1!, Calif. 
Cable: "“REEDCAFE" (Member P.C.C.A.) 


Indonesia, stopped off here, 
while on his wav back to England for 


63) 























Learning the technique of coffee roasting is 


WELDON H. EMIGH CO., INC. easy with a copy of The Coffee Man's Manual 
BRAZILS — MILDS $2.50 


Write to THE Spice Mitt Book DEPARTMENT. 
106 Water Street New York 5, New York 


150 California St., San Francisco II 
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/ v4 rect teletype service between its offices 
7 f / n Mexier itv and New York and that 
ew ork ews t intended to notify consignees in New 


ffee was alongside the 


8 8 Nicol ‘euillatte, manager of the 
ffee department of the Christopher 
Trading ( - the last three years, is 
now manager ot a new corporation, Com 
pagnie France \merique, Inc., witl 
fices at 99 Wall Street 
enie France-Amerique, of Paris 
is a leading shipper ot 
the Ivory Coast 
offee and coc 
topped 4,500 tons 


tl 


sees he opening ot 
new fice % helping to increase 
ffee volume to 5,000 tons this vear 
Mr. Feuillatte will continue to manage 
Edward J. Murphy, vice president in charge \f. Fakra New Y 
of traffic, and Claudio R. Arce, president 
of the Ward-Garcia Corp., operators of the : 
Ward Line, inspect a cargo of coffee from G. M. Fakra is an 
Mexico. As can be seen from the picture, 
the bags are palletized for greater pro- 
tection. 


ork, Inc., establishe 


G. M. Fakra Tamatave a year agi 


8 8 \Vesley an De Water! 
wit Jerome Gumperz and Le 
& Sons, Inc., has returned 
w York coffee trade and 
was deposited in be clates ith the Francis 
twin-deck space 
Se ey eee ninimize : ' ; 
sheath ia icici @ ® Francis Devlin, New 
he early 1920's, I 
: , n imum air circulation coffee agent, left for a three-week 
ttice, about 35 


» Brazil t it various shippers 


#ekd Friedlander, coffee broker, 
, sine entire un é 
' , ; has returned from a trip to coffee pro 
palletized He added ‘ \\ 
. ' cin ( th ‘ as in t ‘st 
| ier 4 Was the lu 2 and her irea n 1¢ € 
in New York City, Indies 
around space for trucks Included 


Gum In fh itinerary were stops 


Willian Besides adopti precise schedules of t Haiti, 


i 


Trinidad, Caracas, Panama 
arrival and depart on direct “express” Canal Zone, Martinique and Curacao 
president of coffee runs from Vera Cruz to New (NWI1) 

ic., has beer kK City, Mr said his company 

offee division was read » begin a unique notification sey. M. Mathes, Inc., has been ap- 
the National rvice [Ol importers, once coffee pointed to handle all advertising for Old 
; ; Dutch Coffee Company, Inc., effective 


mmediately 


UFININDO INTERNATIONAL nam, TEN SOD: 
CORPORATION Brokers and Import Agents 


82 Beaver St. New York 5, N. Y. 104 FRONT: ST. - NEW YORK 
Exclusive U. S. Agents for r d-Geck € ‘i 
sr * eaud=Gee JOY por 10m 
ETS. JEAN ABILE-GAL Mexican — Santo Domingo — Ecuador 
Abidjan, Ivory Coast Guatemalan— Venezuelan 


: Cuban—Afriea 
African Coffees 59 PEARL STREET Coifees NEW YORK 



































Get your COLOMBIANS 
BALZACBRO 
Shortest Route from Growers 


| Balzac Bros. & Company, Inc. 


Edward P. McCauley & Co. 
COFFEE 


One Jones Lane New York 5, N. Y. 


Cable Address: CAULCAFE 





Wm. Hosmer Bennett & Son 


Coffee Agents and Brokers 


NEW YORK, 5 


100 Front St. 
"Laticlave" 





GEORGE P. BOTT & CO. 


COFFEE BROKERS AND AGENTS 


Representing Shippers in 
SANTOS — RIO DE JANEIRO — PARANA 


Members & Graders 
New York Coffee & Sugar Exchange, Inc. 
Green Coffee Association of New York City 


90 Wall Street New York 5, N. Y. 


JAMES W. PHYFE & CO., INC. 


Coffee Brokers and Agents 


Representing leading shippers of 
Africans—Ethiopians—Belgian Congos 


98 Front St., New York 5, N. Y. 
Cable Address: Phyfe, N. Y. 











WALTER B. CARSWELL 


104 FRONT STREET, NEW YORK 5 


Green Coffees 


| Tel. HAnover 2-1566 


“RANWILLIG” 


A. LL. Raxsouorr Co. INC. 


Coffee 


NEW YORK 


Cable Address 
108 Front Street 





ERNEST SINGHOFEN & CO., INC. 











S. A. GLASBERG CO. 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 
IVORY COAST — MADAGASCARS — UGANDAS 


Cables: Cafruki, New York 


67 Wall Street New York 5, N. Y. 











Coffee | 


NEW YORK 


TEL.: WHITEHALL 4-8182 109 FRONT STREET 

















-W.H. LEE COMPANY | 
COFFEE 


COMMISSION BROKERAGE 


NEW YORK to: ronr sr. 


MEMBERS NEW YORK COFFEE & SUGAR EXCHANGE, INC 


| Cable Address 
| “WILEECOM" 











al 
WIESSIEL,IDUVAL & CO..linc. | 


Catablished 1825 


eS) IMPORT 


and Cocoa 


CABLE ADDRESS 
HEMENWAY, NEW YORK 
67 BROAD STREET. NEW YORK 4,N.Y. 














Tew Onleans Vlotes 


Hoenceneareceneonanarecenenniien 


By W. McKENNON 


J. Cummin 7 

I ident of the Ite \s 

lation i New rieal H« suc 
ceeds Austin A. O’Bri 

Other fic ted were George 

first vice president; Murray 


] ‘ 
Was e'ec 


lr. Gernon, 
M Squires, second vice president, and 
James S. Levy, third vice president 

he b ard yt 

Louis J 
Ralpt . 
Richards, Kent Satterlee, Fred R 
White and George G. Westfeldt, Ji 
esel.w 


the American Coffee Co., has returned 


were Earl P Bartlett, 


Castaing, Herbert R. Gri 


] 


from a business trip 
een Feuillatte, 

Trading Co., New 
Roger Roy, 
Union, 
Orleans on their return fr 
tional Coffee 
@® 8 Jack Durland, of Cain’s Coffee 
Co., with Mrs. Durland, of Oklahoma 
City, were visitors in New Orleans 


Counselor 


Paris, were visitit 


Association convention 


en route to Boca Raton. 

@ @ Jack Berard, vice president of 
Otis McAllister’s California office, and 
Mrs. Berard, stopped in New Orleans 
on their return from the convention 
@ 8 Gus Menger, of the Hoffman 
Hayman Coffee Co., San _ Antonio, 
visited the trade here on his way to 
Boca Raton 

@® @ Gus Menger and Ralph Richards, 
of Otis, McAllister in New Orleans, 
were fishing together when Mr. Men 
ger caught that prize-winning sailfish 
at Boca Raton. Mrs. Richards won 
second price at canasta 

seR. M. Bowen, of the Denison 
Coffee Co., Albuquerque, with Mrs 
Bowen, visited in New Orleans 

@ @ A. Jabour and Jose Carvalho, of 
Jabour Exportadora and Importadora, 
Brazil, visited in New Or 

they made their 

fices of ¢ 

here 

@® @ Tom Prettyman, of Paxton & 
Gallagher Omah: Nebraska, was a 
recent New Orle:z I 

eel 

omicer 

pine Sea, 

Mrs 


iday\ 
la\ 


Snow, sales manager of 





8 @® Maurice Campeas of Universal 
Exportador: ; Rio de Janeiro, 
was a recent visitor in New Orleans, 


i de Cafe, 
where he made his headquarters at 
the offices of his agent, W. H. Kunz 
& Co 

@ @ Albert Breaux, 
turned from a trip to the interior in 
the interests of H. L. C. Bendiks, Inc 
® @ Floriano P. Santos, of Marcellino 
Martins Filho & Cia, Rio de Janeiro, 
Brazil, and Mrs. Santos, came to New 
Orleans via Caracas, Bogota and Pan- 
ama en route to the convention. They 
wil! visit New York and Canada before 
While here, they 


made their headquarters at the offices 


recently re- 


returning to Rio 


of their representatives in New Or- 
leans, Lafaye and Arnaud 
@ #@ Thomas James Conroy, 68, re- 
tired vice president of the Mississippi 
died here late in Novem- 
ber. He was a member of the Board 
of Trade, the Chamber of Commerce, 
International House, Propeller Club, 
Trafic Club and Pickwick Club 

He is survived by his widow, three 


Shipping Co., 


sons and seven grandchildren. 

@ 8 Captain Mario Lopes was a vis- 
or here recently and was entertained 
at the offices of Lloyd Brasileiro, where 
he met members of the coffee trade 
# 8 The Community 
a one-quarter page ad in the local 


Coffee Co. ran 


papers recently, offering six stainless 
steel demitasse coffee spoons for 50¢ 
and three coupons from Community 
Coffee packages. The ad also stated 
coupons were available on Community 
Instant coffee, 100% pure 

RT Coffee offered free fashion hose 
in a one-third page ad in the local 
papers Instructions were to mail five 
RT Coffee coupons to a post office box, 
address and hose size 
a product 


sending name, 
RT Coffee and Chicory is 
of Wm. B. Reily and Co 
The Community Coffee Co. ran 
] ad, a half page, listing its 
New Orleans, Algiers, 

o, Kenner, Bridge 

Norco, Gretna, 

Port Sulphur, 

all surrounding 


res with addresses 


Minneapolis 
By HARRY P. RILEY 
The Northwest Coffee Association 


innual Christmas Party at 


McCarthy's famous cate In addition 
to fine entertainment and good eats, 
Paul Eibert, president of the Associ 
ation, was honored on the birth of his 
first son, an event that happened just 
a few minutes before the party started. 

C, R. Kaufman, secretary and treas- 
ui 4% the association, was also 
ored on his 39th birthday. Mr. Kauf 
man represents J. Aron & Co 

The following members, and people 
from. their attended 

Les Clark ‘nd Richard Glomsrud, 
Nash Coffee Co.: Douglas Bentzen and 
Paul Bentzen, Twin City Tea Co.; 
Paul Eibert and John Ebert, Fibert 
Coffee Co 

Also John Lambros, M. B. Coffee 
Co.; E. C. Rendahl, Super Value; Jim 
Holt Coffee Co.; Dave Platter and Al 
Petersen, Red Owl Stores; Ray Petes 
son and Frank Lewanovich, New rk 
Tea Co 

Also Phil Dahl and John ” 
Baker Importing Co.; H. M. Atwood, 
Bob McGarvey, Phil Hawthorne, Har 
ry Riley and Gene Dunklee, McGarvey 
Atwood Coffee Co.: and C. R. Kaut 
man, J. Aron & Co 

Blackie Kaufman, whose birthday the 
association marked, has quite aback 
He was formerly sales 


organizations 


ground in coffee 
and promotion manager, and also 
sistant buyer, for one of the ] 
Midwest coffee roasters 

Blackie is married, lives in St. Paul, 
and is the proud father of a boy, Jim, and 
a girl, Judy 

He has reason to be proud Judy, 
who will graduate from the University 
of Minnesota in June, where she 1s at 
tending the College of Education, is a 
former National speed skating champion 

Jim is a skating whiz, too. He held 
the title of National Indoor Skating 
Champion for North America 

Jim is now at Northwestern Prepara 
tory School, and has his eves on Annapo 


lis or West Point 


Chicago 
By HARRY T. LANE 


@ 8 The Vendo Co. of Kansas Cit 
used a novel publicity stunt to advertis 
“The Million Dollar Cup of Coffee”. The 
gimmick was introduced at the Automat 
Vending Machine Industry convention a 
the Conrad Hilton Hotel. The company 
borrowed $1,000,000 from Brinks, Inc 


or three days—for display purposes 
for $1,220, including interest and the 
f protecting the money. 


» company says it has spent $1,000, 


000 over a ten-year period to put a satis- 
: : 


factory cup of coffee—in a choice of 


five variations, including 








Equipment to buy? 
Equipment to sell? 


Let the classified column of COFFEE 


AND TEA INDUSTRIES help you. 











C. H. D'ANTONIO & CO. 


BROKERS . 
203 Board of Trade Annex, New Orleans, La. 


Coffee 
AGENTS 














Vancouver 
By R. J. FRITH 


Se \rt 
re 


Southern California 
By VICTOR J. CAIN 


ries 
He has 

headquarters in thi rosper 

lan City, for the past five veat 


made many ft Is in tea business 


he Red N 
ralnpage at t nri 
Western Sta Tea Ass 


at bunch of good 


Cain, of W. J. Morton, Ine., San Francisco lows, a men started their affair 


Presents re exchanged, 


succeeded 


» COMesS trom 


made a quick trip t . 
ontinued from age 5¢ } ’ ++ ] 

a directors meeting ( nned js pag ) th rs d’oeuvres re unforgettable, 

tfee Association ® ® Jess Digmann, of the Defiance 

\lvin Apffel and Pea and Coffee Co., Portland, spent 

McCue, of the Ed some time in San Francisco and then 

\pffel Coffee Co., recently flew went to Honolulu accompanied by Mrs #@ es The Pan-american Coffee 


drinks—which weren't all tea 
ng with Madeline, the pretty ac 


cordionist, kept the boys in high spirits 


a Raton, to attend the annual Digmann. While here, he visited a reau's large traveling exhibit, 
} National Coffee As number of his coffee friends, including Story of Coffee’, held forth 
Harry Maxwell Oakland Public Museum last 
Lingle, Don Harvey and Bill #8 Ed Perry, of the Boyd Coffee ber and December. The exhibit en 
jomed forces with another Co., Portland, was also visiting the deavored to tell the full story of coffec 


a weekend of skiing in the Hawaiian Islands with his wife and and was well attended by the public 
Mountains. Unfortunate family trom the Bay region 


1957 








CLASSIFIED ADVERTISEMENTS 


Rates Single Column >" $3.50; 
2” $11.00; 3” $15.00; 4” $18.00 


2 
Situations Wanted 5¢ per word. $1 minimum 


1” $6.00 








RELIABILITY. 


Established 1912 


MODERN COFFEE ROASTING 
EQUIPMENT 


Available At 
Tremendous Saving 
Burns 2 and 4 bag Jubilee Roasters 
and Stoners. 


Burns Thermalo Model 23R Batch Coffee 


Roasters. 

Burns #7, '/2 bag Roaster Unit. 
2—Burns #12 Grinders. 

i—National Scott Filler or Net Weigher. 
Burns 5 bag Roasters, gas or coal fired. 
Tranvwrap Model © Auger Piller. 
Stokes & Smith GI, G2, HG84 Auger 


Fillers. 

Resina LC, Capem | and 4 Hd. Auto. 
Cappers. 

Pony, M, ML, Ermold, World Labelers. 
Knapp, CRCO, Burt Wraparound 
Labelers. 

Burns, Day 50 to 4000 Ibs. Granulating 
Mixers. 


Write, Wire, Phone Collect 
For Full Details and Prices 


UNION STANDARD EQUIPMENT CO 
318-322 Lafayette St., New York 12, N. Y 








FOR SALE — Jabez Burns +12 
COFFEE MILL 


Institutional cafeteria finds less muss and 
z custom grind Here i i 
ortunity to ( 

f equipment at ¢ 


Box 172 


Index to Advertisers 


Abidjan Chamber of Commerce 
American Can Co 

American Coffee Corp 
American Duplex Co 

Anderson Clayton & Co 


Argentine State Line 


Balzac Bros. & Co., In 
Bendiks, Inc., H. L. ¢ 
Bennett & Son, Wm. Hos 
Bickford & Co., C. I 

Bott, George P. & Co 
Brookhattan Trucking Co., Inc 
Burns & Sons, Inc., Jabez 
Byrne, Delay & Co 


Carswell, Walter B 
Carter, Macy Co., In 
Comercio e Industria 
Alta Paulista S/A 


Advertisements 


Weldon 


Fairchild & Bolt 
Federacion Cafetalera de America 
Fitzpatrick & Hoffman Inc 


General Foods Corp 
Glasberg S A 
Grace & Co., 

Gump Co., B. | 


Hall & Loudon 
Hansen, Walter 
Hill-Shaw Co 


Imp. e Exp. Piratininga Ltda 
Ireland, Inc., B. ¢ 
Irwin-Harrisons-Whitney, In 


Japan Tea 
Johnson & Co., E. A 


Junta de Exportacao do 


Cafe Colonial 


Kunz & Co., W. H 


Lara & Sons, Inc., Leonidas 
Lee Company, W. H 
Leite Barreiros S.A 


Lloyd Brasileiro 


Mackey & Co., ¢ 
Magdalinos, S. J 
McCauley & Co., Edw. P 
Mississippi Shipping Co., Inc 
Mooney & Son, Inc., H. Mills 
Moore-McCormack Lines, In 48 
National Federation Coffee Growers 
of Colombia Cover 


Nopal Ling 38 


Otis McAllister 


Phyfe & Co., James W 
Ransohoff Co., Inc., A. I 
Reamer, Turner & Co 
Reaud-Geck Corp 

Reed & ( In Geo. W 
Ruffner, McDowell & Burch, Inc 


Schonbrunn & Co., Inc / 43, 
S & S Coffee Roasters, Inc 10 
Singhofen & Co., Inc., Ernest 61 
Sirota Commodity Corp., George 14 
Sol Cafe Manufacturing Corp Cover 
Standard Brands, Inx 26 
Sterwin Chemicals, Inc 

Stockard & Co., In 


Thomson = Inc Henry P 
Fhurston & Braidich 


Transportadora Grancolombiana, 


Ltd 
Ufinido International Corp 
United Fruit Company 


United States Navigation Co., Inc 


Ward-Garcia Corporation 
Wessel, Duval & Co., In 


Zink & Triest Co 














BETTER COFFEE 


can be made in 
Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 


YOURS for the asking 


: ae 7 
i monthly “Reader Service 


fee & Tea Industries. The 
hooklets listed on Page 7 of this 
WssHe ContaIN specialized, detailed 
information on various subjects. 
This literature is yours for the 
asking Merely fill out the 


COUPON and miall. 


“THE BOOK OF SAUCES” 


One of the most complete 
l-volume collections ever de- 
voted entirely to the art of 
preparing sauces. It treats 
this important subject in an 
interesting way. Also in- 
cludes a short summary of 
many spices, herbs and flav- 
orings. 128 pp., vest-pocket 
size. 
only $1.50 
Coffee & Tea Industries 





P.O. Box 91, Elgin, Illinois 106 Water St. New York 5, N. Y. 























TEA INDUSTRIES and The Flavor Field 





gw ti 
rYOUR © 
BRAND. 








COFFEE 


= 


Sefiate SOL CAFE MANUFACTURING CORPORATION 





the Mohammedan priest 
poured coffee...and a fine 
time was had by all 


Whoever may have been the first to use 
coffee, the credit for popularizing it as 
a beverage belongs to Arabia. With some 
tribes, coffee-making and drinking be- 
came a semi-religious ritual. Only the 
men were permitted to make it — with a 
pomp and ceremony that required the 
pouring of some of the beverage on the 
fire as a libation. 

Legend or not —the making and drink- 
ing of coffee is a delightful ceremony — 
one to linger over and enjoy to the fullest. 


Today Otis McAllister imports into the 
United States more than 100 different 
types of green coffee. Founded in 1892, 
this company maintains 18 affiliated of- 
fices in coffee-rich Central and South 
America. Each office has a staff of experts 


thoroughly schooled in coffee and all its 
facets. As a result, Otis McAllister is the 
world’s largest distributor of green cof- 
fee, and is able to meet the specifications 
of any roaster for any blend. 





Producers of DON CARLOS MEDELLINS 
OTIS ARMENIAS « CARMENCITA 
MANIZALES * ROLLO BUCKS 
OTIS MEXICANS * CENTRAL AMERICANS 
VENEZUELANS ¢ AFRICANS 
and those Team-Mates of Quality 
GENUINE CUSTOM-BUILT VINTAGE BOURBONS 


OTIS MSALLISTER 


Established 1892 











SAN FRANCISCO 4 

310 Sansome St. 

NEW YORK 5 MEMBER OF GA 
‘129 Front St. 

NEW ORLEANS 12 


322 Magazine St. 
CHICAGO 10 

510 N. Dearborn St. 
HOUSTON 

1 Main St. 

LOS ANGELES 13 
837 Traction Ave. 
ST. LOUIS 2 

216 S. 7th St. 


TORONTO 2 
228 King St., East 





